CHICAGO 


PUBLISHED 
WEEKLY at 100 
. OHIO ST. 
DEL. 1337 


7 


; | } 
THE NATIONAL NEWSPAPER OF ADVERTISING | 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, Iil., 


under the act of March 3, 1879. 


Advertising Age 


NEW YORK 


330 WEST 
FORTY- 
~, SECOND ST. 
BR. 9-6432 


} 


A 
Vol. 12, No. 50 


December 15, 1941 


10. Cents a Copy, $2 a Year 


Rough Proofs 


Admen Face War Problems with Optimism 


| 
As calm | 
advertising man | 


Add war-time similes: 
as a New York 
listening to a radio audition during 


an air raid alarm. 


*, VF 


An opera fan suggests that when 
Tito Schipa’d to Italy, instead of 
filling engagements in the USA, he 
probably had some Verdi good in- 
formation. 

v 


7.9 


“FCC Admits Error in Resump- 
tion of Newspaper Quiz.’’—Headline 
in ADVERTISING AGE. Better clip that 
out, boys—it may never happen 
again. 

v 


vy 


A government speaker at the 
bedding convention declared, ‘“Win- 
ning the war will be a hollow vic- 
tory unless we win the battle 
against inflation.” 

Could that have been a subtle 
attack on rubber mattresses? 


a. = eV 


Einson - Freeman has 
that it helped to make the jigsaw 
puzzle a national nuisance. 
maybe we can get a confession from 
the culprit responsible for minia- 
ture golf. 

v 


. 


The National Father’s Day Com- 
mittee has picked June 24 as the 
great occasion in 1942, but right 
now Father would most appreciate 
having January 1 bills given an 
April 1 dating. 


ie 


Dr. Weld says people should be 
told how much milk they ought to 
drink from a health standpoint, but 
at this Yuletide season a better sug- 
gestion would be to point out how 
much eggnog they can drink from 
a fun standpoint. 


+ | 


Grand opera, an ADVERTISING AGE 
editorial writer says, should be sold 


admitted | 


ja buying mood—war 
Now 


| 
| 


as a good show. But when a bow- | 


legged tenor starts necking a 
soprano, the show goes better via | 
radio. 

v 


* ¥ 


“Comfort air conditioning,” Car- 
rier reports, has reached a new 
peak in 1941. Is this supposed to 
include installations in movie 
houses operating as part of the 
quick-frozen industry? 


7, Vw 


Sam Singer has rejoined Amos 
Parrish & Co., it is announced, but 
what the inquiring reporter should 
have found out is whether he has 
been assigned to the radio dept. 


= 3 


Darwin L. Teilhet, the Ayer 
copy man who is now writing 
novels, says he used to go to sleep 
in agency conferences. Sounds like 


a g00d idea for aspiring writers 
trying to dream up a good adven- 
ture plot. 


a ce 


When Old Gold recently signed 
up as the 1942 sponsor of the 
Brooklyn Dodgers, both Leo Du- 
Tocher and Larry MacPhail smiled 
for the cameraman. Time heals all 
wounds. 

7, |= v 


“Advice to the loveloon” is in- 
Cluded in current Sunbrite news- 
Paper copy. And when Dorothy Dix 
Teads it, she’s almost certain to in- 
Quire, “Who's loony now?” 


Copy Cus. 


The Index 
|questing newspapers 


| e 
from section to 


Retail Copy Up 
for First 3 Days 
After Jap Attack 


"Advertising Age" Uses. 
Retail Index Machinery 
to Make Quick Survey 


By S. R. BERNSTEIN 


Chicago, Dec. 
vertising world sat back this week 
to ponder the effects of the “date 
that will live in infamy” on promo- 
tional and selling plans, retailers 
throughout the country went on un- 
daunted to advertise their wares in 
confident anticipation of a continu- 
ation of the biggest holiday shop- 
ping season since the '20s. So con- 
fident, indeed, that the public is in 
or no war— 


| 
| 


| 
| 
| 
| 
| 
} 


11.—While the ad-| 


are retailers that during the first | 
| three days following the Pacific at- 


tack they placed more advertising 


|in their newspapers than during the 


corresponding three days of last 
year. 
Realizing that only retailers 


would have an opportunity to ex- 
press their reactions to the onset of | 
war in terms of deeds rather than | 
words within so short a time, Ap- 
VERTISING AGE made use of the ma- 
chinery set up to gather the linage 
information published weekly in 
of Retail Activity, re- 
in 70 of the 
markets covered by the Index to 
supply a special report for the pe- 
riod of Dec. 8-10, 1941 (Monday 
through Wednesday), compared 
with the corresponding Monday- 
through-Wednesday period of last 
year, 


Almost Unanimous Return 
The fact that 67 of the 70 news- 


fat | Papers which were contacted by 


‘telegraph yesterday wired in the re- 
|quired information today covering 
all daily newspapers in their re- 
spective cities, is itself evidence of 
the widespread desire to learn how 
retail advertising reacted to the de- 
velopment of the greatest crisis in 
United States history. 

The 67 cities telegraphing their 
figures to ADVERTISING AGE today re- 
ported total retail linage for the 
three-day period of Monday 
through Wednesday of this week of 
8,853,595 lines, an increase of 2.5 
per cent over the 8,637,417 lines 
ried during the corresponding three 
days of last year. As was to be ex- 
pected, relative gains or losses 
varied widely from city to city and 
section, but even 
here a number of real surprises 
developed. 

Northwest Linage Up 

For example, eight cities in the 
Mountain and Pacific Coast states, 
more directly affected by air-raid 


car- | 


ADVERTISING IRONY 


ee 
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“ 


The ‘ocean of peace” headlined in this 
full-page advertisement sponsored by the 


Hawaii Tourist Bureau, Honolulu, has 
turned into a maelstrom of war. The 
copy appeared recently in magazines 


and newspapers. (Story on Page 41.) 


Harriet Elliott 
Quits as Consumer 
Division Chief 


"Sidetracking'’ of Con- 
sumer Interests Blamed 
for Break 


Washington, D. C., Dec. 11.—Re- 
buffed in her efforts to gain ex- 
panded powers and additional funds, 
Harriet Elliott has resigned as as- 
sociate administrator of the Office 
of Price Administration and as chief 
of its Consumer Division, 
return to her pre-war post as dean 


of the Women's College of the Uni- | 


versity of North Carolina. 
President Roosevelt’s acceptance 


of Miss Elliott's resignation brought 
term extending over | 


to a close a 
more than a year and a half in 
which she has headed government 
efforts in behalf of the consuming 
public. She came to Washington in 
May, 1940, as the only woman on 
the old National Defense Advisory 
Commission. She retained her con- 
(Continued on Page 44) 


She will | 


Some Lossin Volume, but No 
Advertising Blackout Seen 


As sudden war stunned the country and advertising and merchandising 


executives wondered how 
ADVERTISING AGE 


selling and advertising would be affected, 
put its newsgathering organization of more than 80 


editors and correspondents to the task of feeling the pulse of the adver- 
tising world in every section of the country, and of reporting on develop- 


business and in 
on the field as a whole. 


ments in 
influence 


Their reports, 


government 


which will have an important 


including on-the-spot 


reactions from a score of cities throughout the country, appear on this 


and the following pages. 


| While the exigencies of the situation make it impossible to present 
hard and fast conclusions, it may be said that the general reaction of the 
advertising world to the plunge into war has been a remarkably calm 


one. 


will be able to sell them, 


expected to increase promotion, 
the cuts made necessary by those 
severely restricted. 


By A. P. MILLS 
Washington, D. C., Dec. 11.—Offi- 
cial Washington wasted no time 


this week worrying about what the 
war will do to advertising, but early 


moves made to meet the crisis and 


tion from a defense to a war econ- | 


| 
| to accomplish overnight the transi- 
| 
| 


lrest of the general business struc- | 


ture. 

Production of civilian goods com- 
peting in any way with instruments 
of war will be curtailed drastically. 

| In most lines which will be affected 
from the standpoint of production, 
/restrictions are already in effect as 
a result of steps taken during the 
non-belligerent defense period, Ad- 
vertising of most products contain- 
ing metals, notably automobiles and 
appliances, has already been hit 
|}hard and will be dealt a near-death 
blow before the war has progressed 


much further. 
Deeper cuts in December and 
| January automobile production 


were ordered by OPM today. Manu- 


only about 60 per cent 
cars in December as last year. The 
January curtailment will be about 
75 per cent. 

A vast array of non-metallic 
products whose manufacture does 
not consume scarce materials will 
still be affected in a variety of 

(Continued on Page 8) 


as 


Last Minute News Flashes 


Target Range Maker Uses 
Atlanta, Ga., Dec. 12.—A new 


Newspaper Advertising 


newspaper advertiser will blossom 


|omy suggested that advertising will \evidence of 


suffer no less and no more than the 


Retail advertisers, closest to the buying nerve, have evidenced com- 
plete faith in the immediate outlook by refusing to curtail promotion; in 
the national field, the basic feeling is that anyone 
war or no war, and as a consequence advertisers 
who are not affected by curtailments of supplies or material are generally 
thus counterbalancing to some extent 
manufacturers whose civilian output is 


who has goods to sell 


By IRWIN ROBINSON 


New York, Dec. 11.—Advertising 
stood up unflinchingly under war's 
first impact this week, adapting 


itself immediately to the early con- 
fusion and holding itself in readi- 
ness for whatever new conditions 
may be imposed. There was no 
“pulling in horns” 
and indications at this writing are 
that schedules already projected will 
be carried through to completion, 
despite the imminence of materials 
allocations and other controls that 
will extend far beyond the curbs 
of the past year. 

A quick check of leading agen- 
cies here by ApverTISING AGE failed 
to disclose any orders pointing to 
curtailed promotion. Conferences 
were going on everywhere, how- 
ever, with a view to formulating 
policies on copy and general mer- 
chandising strategy. These devel- 
opments can probably be expected 


|} in the near future: 


facturers will be permitted to make | 
many | 


1. Levity in copy will be scruti- 
nized carefully to weed out any 
themes that may be considered in 
bad taste during the crisis. 

2 Institutional copy will be re- 
vised in many cases, replacing ref- 
erences to the “defense effort” with 
the theme, “now that the war is 
here.” 


Tone Down Commercials 


3. Radio commercials designed to 


jolt listeners with such openings as 


“Flash!” or “Women! Here’s a star- 
tling piece of news” will be dropped 
in favor of more restrained appeals. 

4. Copy devoted wholly or par- 


| tially to encouragement of defense 


shortly when American Home Defense Target Range Company places | 
450-line copy in newspapers covering 24 states throughout the country 


to offer state franchises for its prefabricated target range. 
also 


Siegel, Atlanta, the agency, is 


| operators. 


Eastburn & 


preparing campaigns for local 


alarms than most other sections, re- | Don Bridge Resigns from “New York Times” 


ported the highest percentage of 
(Continued on Page 45) 


DIRECTORY OF FEATURES 
Ad-libbing 


Basic Business Index 


12 | 
44 
Business Digest 

Editorials 

Getting Personal 
Information for Advertisers 12 
. 47 


Photographic Review , 
Rough Proofs . | 


Voice of the Advertiser. . 


| 
| 


| newspapers in recent years. 
39 | paper Advertising Executives Association. 


New York, Dec. 12.—Don Bridge 
of the New York Times, 


has resigned as advertising director 


following a vacation on which he has already embarked. No successor 
has been appointed. Mr. Bridge was advertising director of the Indian- 


apolis News for 14 years before joining the Times in 1931, 
served as chairman of the committee of advertising chiefs of New York | programs as 
He is also a past president of the News- | 


and has 


36 | Insurance Copy to Give More Space to Defense Bonds 


stamp and bond purchases will be 
stepped up considerably. 
Radio advertising presented the 


‘first flexibility challenge to spon- 


| 


and is expected to announce his future plans | 


j 


sors this week when programs were 
interrupted at frequent intervals or 
canceled entirely. Full details of 
this situation are reported elsewhere 
in this issue. 


N. Y. Papers Up 


Indicative of the determination of 


| advertisers to carry on were an- 


nouncements of several new radio 
well as renewals. At 
the same time newspaper linage ap- 
peared to be unaffected by the war 


| declarations, while leading national 


magazines reported no cancellations 


New York, Dec. 12.—Rapid expansion of the amount of space devoted | that might be attributed to the out- 


to defense bonds in insurance copy was indicated today following a|break of hostilities. 


Newspaper 


meeting of the Life Advertisers Association executive committee here, | circulation showed remarkable gains 


22' which urged members to take up the theme. 


| here, 


with estimates including a 
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December 15, 194) 


boost of 35 per cent for the Journal- 
American on Monday, 50 per cent 
for the World-Telegram, and 35 
per cent for the Herald Tribune. 
Department stores reported that) 
Christmas shopping continued un-| 


abated, a fact that was borne out/| during the tensest days, and deciared 


by the crowds that packed Fifth} 
avenue and the Herald Square dis- 
trict even while air raid alarms 
were giving the metropolis its first 
real taste of war. 

Through its president, Walter M. 
Dear of the Jersey City Journal, the 
American Newspaper Publishers’ 
Association pledged its full support 
to the war effort in a telegram tell- 
ing President Roosevelt that “We 
await your call for any service we 
can render.” Mr. Roosevelt ex- 
pressed prompt appreciation of this 
promise to aid in America’s defense. 


| lights due to air raid alarms, but | 


revenue lost in the shuffling of pro- 
grams, with clients scrambling for 
substitute periods. 

Wm. B. Ryan of NBC asserted | 
that few listeners expressed irrita- 
tion over radio commercials even 


VICTORY 


that there is no need to be apolo- | 
getic for strong selling effort, since | 
the maintenance of a high trade | 
level is essential to pay taxes for | 
carrying on the war. The long-term | 
indications seem perfectly satisfac- | 
tory to radio, although there is a| 
terrific problem of selling co-ordi- | 
nated time on the part of stations, | 
with hour-to-hour uncertainties up- 

| 

| 

| 


setting advance calculations. 


Outdoor Hit Hard 


Outdoor advertising was also hit | 
hard by the necessity of turning off | 


advertisers were all very coopera- | _ 


_ ADVERTISERS SOUND A QUICK CALL TO COLORS 


| AL - SAMERICAs —-. OUt_Enemies 
Dee |, cee, | | Meee Street 
The Cat to Colors! — 1 Fore te Pompanedt | 
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San Francisco Reports 
SAN FRANCISCO. — Radio sta- 


tive. 
medium 


Long-run prospects for this 
involve traffic 
tions in this area were hardest hit! which cannot yet be gauged accur- 
temporarily during the wave of war | ately, including government pleas 
excitement this week, but Ralph | to conserve gasoline, clamping down | 


questions | 
States. 


| These are samples of the speed with which stores, banks, utilities, financial houses, 
and manufacturers answered the declaration of war last week on the United 
Spreading westward from New York, copy appeared in newspapers 
throughout the land promising all-out aid in the battle against the Axis powers. 


Brunton of KQW told ADVERTISING | on the sale of tires, etc. age gains on Tuesday, although all 


Ace that “anyone dropping air ad-|_ In spite of night air 


vertising these days must be crazy. the Christmas 


bustle has 


raid alarms, | had small losses Wednesday. Gen- 
filled | eral advertising showed gains on 


I told our boys we ought to have a| streets during the day, some stores | both Tuesday and Wednesday, and 


war contract clause tripling rates,” | reporting sales equal 
he said jokingly. 


KSFO and KFRC report 


'the same days last year. 
little! the four big dailies had retail lin- 


future prospects are considered 
relatively good. 
Some copy, such as the Grey- 


to those of 
Two of 
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Write for this com- 
plete information on 
the Toledo Market. 


TOLEDO 


Averts 


- r 1, mise 


..and bright 
tomorrow 


@ Toledo is “Among the nation's leaders 
today,” because Toledo with some 500 
strong, diversified industries found it no 
job at all to expand almost overnight to 
take care of an enormous volume of war 
business. 

@ And that same diversification of the 
many strong Toledo industries will con- 
tinue to make Toledo a vigorous city in 
the period when the war is over. For long- 
range as well as immediate returns on 
your advertising investment, look to Toledo, 
the DOUBLE VALUE market . . . Value 
for TODAY .. . Value for TOMORROW! 


BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


hound advertising aimed at soldiers 
traveling on furlough, was natur- 
ally killed. Matson Steamship ad- 
vertising playing up Hawaiian 
cruises was canceled locally, and 
magazine color schedules were aiso 
canceled, though some 1942 plans 
are still being held unchanged. 
Alaska Steamship Company decided 
to eliminate all advertising next 
year. 

Van Camp Seafood Company has 
adopted a watch-and-wait attitude, 
its future plans being dependent 
upon whether or not the govern- 
ment takes its entire output. 

Pineapple packing plants in 
Hawaii apparently escaped damage, 
and it is believed here that in a 
week or two their operations will 
return to a near-normal basis. 
| Agency men feel advertisers are 
exercising remarkable restraint in 
|not running to cover. “There is 
complete cooperation from clients 
| and a very sane point of view,” was 
/McCann-Erickson’s comment. Lord 
|& Thomas and N. W. Ayer offices 
reported no change from normal in- 
dicated by clients, with 1942 volume 
| expected to be about equal to that 
| of 1941. 

Doremus & Co. reports more in- 
quiries about its service since war 
broke out, attributing this to the 
| recognition that in time of public 
| confusion there is greater opportun- 
ity for advertising to perform a 
'useful function. Brisacher, Davis & 
Staff says there has been no ad- 
verse reaction from clients, and an- 
ticipates greater advertising volume 
for next year. 


Travel Copy Uncertain 


Travel advertising, a very impor- 
tant classification on the West Coast, 
will remain in the problematical 
class for some time. Food adver- 
tising appears relatively stable, and 
the over-all tendency at this mo- 
ment seems to be for the exercise 
of “limited optimism,” with adver- 
tising being maintained at normal 
or near normal levels, but with a 
definite reluctance to make long- 
term commitments. 

The prize for merchandising fore- 
sight in this area undoubtedly 
should go to a young lady employed 
by the Kleen-Stik Company. Ten 
days before the war broke out, she 
developed an ample supply of 
“blackout paper” for approval. 
| This week The White House, large 


| department store, has had difficulty | 


| keeping enough in stock to meet 


| 


| the demand for the easily attached, 


effective, inexpensive window cov- 
| erings. 


| 

Chicago Calm 

_ CHICAGO.—As long as people 
|must continue to live their daily 
lives, the well-established channe|s 
of trade will continue to function, a 
|survey of the advertising woriq 
here by ADVERTISING AGE reveals. 

Although many believe it is too 
early to draw any concrete conc’). 
| sions in a country newly at wor, 
optimistic opinions predominate 

“I don’t believe the war J) 
affect our advertising program,” 
| James E. Weber, advertising m:n- 
‘ager of Armour & Co., said, voir ng 
the sentiment of most of the foog 
field. 

A. G. Kastor, vice - president, 
H. W. Kastor & Sons Advertising 
Company, which has a number of 
food and drug accounts, observed 
that there have been no reactions 
| from the war emergency, with con. 
,tracts coming as usual. Walter 
Schwimmer, partner of Schwimmer 
|& Scott, Chicago agency, regards the 
| present situation, however, as a 
_period of watchful waiting. l- 
though he holds precedent to be a 
dangerous thing to follow he be- 
lieves that in a week or two people 

| will become accustomed to the war 
| emangency and the result wil! be 
| Stimulated buying. One reaction he 
| has noted is an increasing desire on 
|the part of advertisers for shorter 
/commitment periods. 
_ Copy slants have been materially 
affected by the war. “The war has 
not affected our plans for doing 
advertising,” observed Charles §S. 
|Downs, advertising manager of 
Abbott Laboratories, North Chi- 
cago, “but it has resulted in a 
modification of our appeals. We 
have no plans for curtailment and 
we're planning to go right ahead as 
planned, at least until a change 
seems advisable.” James T. Aubrey, 
president, Aubrey, Moore & Wal- 
lace, Chicago agency, also believes 
that “the chief thing has been the 
adjustment of copy in the transition 
from defense to victory.” 

Even those areas of the country 
most directly concerned with the 
acute problem of defense, such as 
the Pacific Coast, likewise are 
directly concerned with the acute 
problem of Christmas buying as 
well as the more common manifes- 
tations of daily trade. For instance, 
the annual meeting of office man- 
agers of Williams, Lawrence & 
Cresmer, publishers’ representative, 
brought this enlightening telegram 
| from Howard Stovel, advertising 
| director of the Tribune, Oakland, 
| Cal., to W. T. Cresmer, president. 


Life Goes On 

| “Please do not allow advertisers 
or agencies to be disturbed by false 
hysteria. Press association dis- 
patches you have received have 
failed to mention the fact that busi- 
ness and civilian life continue as 
usual in Oakland and vicinity. Re- 
| tail trade is unaffected. Stores are 
full of shoppers despite war threats 
and air raid alarms. Odaklanders 
still eat, live, drink and buy plen- 
tifully. All stores are open and 
| Christmas shopping is brisk. Busi- 
ness plans and schedules should 
continue without interruption.” 
This, it was reported, is the spirit 
pervading the Pacific Coast. 

In Hawaii, where the war with 
Japan first struck home, there have 
been some cancellations of space. 
but even here this is regarded as 4 
passing phase. There even is the 
confident assertion, perhaps too 

(Continued on Page 4) 
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: Baeacse women buy <—or influence the buying <—of nearly all 

consumer products, national advertisers will find special interest in the 
advertising preferences of retail stores which advertise to women. In 

1941, The Inquirer again leads all other Philadelphia newspapers in the 

advertising of women’s specialty shops with a gain...for the first ten months 

; --- exceeding 21.5%. In all America, no standard-sized morning-only news- 

: paper in a major city exceeded The Inquirer’s 1941 specialty shop linage. 

' The Inquirer is FIRST in department store advertising as well as in many 


other classifications ...and leads, of course, in TOTAL volume of advertising. 


DAILY circulation exceeds 400,000 
SUNDAY circulation exceeds 1,000,000 
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ADVERTISING AGE 
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Advertising Faces 
War Problems with 
Firm Optimism 


(Continued from Page 2) 


confident, that “the war is over as 
far as Hawaii is concerned.” 

Those companies most deeply 
embroiled in the defense effort seem 
to be absorbing the shock of actual 
war with the most equanimity since 
they had, so to speak, long since 
cleared their advertising decks for 
action. For instance, E. H. Clay- 
poole, advertising manager of Ma- 


° " . . | 
sonite Corporation, pointed out that 


great quantities of their products 
are going into direct defense work, 
and said: ‘We are not contemplat- 
ing any changes. Our situation is 
a little different. We started the 
defense theme in our institutional 
advertising last January since we 
had the job of explaining to our 
dealers why our available supply 
was limited.” He observed, how- 
ever, that now war has been de- 
clared, Masonite advertising may 
be more factual and less glamorous. 
He noted, too, that the company’s 


kept 
any 


advertising setup was being 
sufficiently flexible to meet 
changes which might arise. 


Newspapers Unaffected 


Crane Company, Chicago, also up 
to its ears in defense work, finds 
the war having “no direct effect on 
our thinking and hasn’t altered the 
direction of our plans,” according 
to H. H. Simmons, director of 
advertising and sales promotion. A 
similar reaction was expressed by 
Keith J. Evans, sales promotion and 
advertising manager of Inland Steel 
Company, 

Some feel that the defense theme 
can be overdone in copy. One of 
these is Melvin Brorby, vice-presi- 
dent, Needham, Louis 


the important thing is to keep the 
machine rolling. He declared that 


there have been no adverse effects | 


from the declaration of war, with 


& Brorby, | 
Chicago agency, who believes that | 


PUBLISHERS JUMP INTO THE FRAY 


YOU ASKED FOR IT, 
JAPAN! 


ee 


For the Japanese 
plan of attack 


TwaT ORY ALONE) =SuDS Sa ST, 


==) WESTERN ~ (1) 
Ei] UNION. [| 


Japan's attack on the U. S. brought these replies and reminders from U. S. pub- 


| 
| 


lishers last week quick on the heels of the first air-borne assault on Hawaii and 
the Philippines. 


‘the Chicago Tribune, said that de- 


no cancellations and no indications | partment store people report Christ- 


of any. 


Newspapers, which, from the very 


mas shoppers apparentiy unaffected 
| by the war crisis, but that it was the 


nature of things, might be the first | concensus at the annual meeting of 


to notice signs of change 
advertising picture, seem to 
heightened business activity. 


tising this week 


over like days a year ago. C. M. 


in the |the Tribune’s 


salesmen from all 


note | over the country here this week that 
L. J. 
Abrams, advertising manager of the 
Chicago Times, declared that adver- 
is showing gains 


'the times call for harder work. 

| A thoughtful analysis of the cur- 
rent situation was offered by C. C. 
Younggreen, executive vice-presi- 
dent of Reincke-Ellis-Younggreen 


Campbell, advertising manager of!& Finn, who reported that “adver- 


*NO OTHER MAJOR MARKET HAS 


SO GREAT A 


Unlike other major 


manufacturing is concentrated with- 
in the central city, the giant factories 
and mills and furnaces of the Pitts- 
burgh District are, for the most part, 
Jocated in the Retail Trading Zone! 


PITTSBURGH 


6 Entire Counties 


CLEVELAND 


7 Entire Counties 


DETROIT 


6 Entire Counties Excluding 


ST. LOUIS 


8 Entire Counties 


PROPORTION OF 


Workers 


‘ 


IN ITS RETAIL TRADING ZONE 


* ABC. Cities of 1,000,000 Population or Over 


markets where 


INDUSTRIAL 


That’s where 2 out of 3 of the Dis- 
trict’s Skilled Industrial Workers 
live and earn and spend! And that’s 
where the Post-Gazette has by far 
the largest circulation of any Pitts- 
burgh daily newspaper. 


U, &. Census of Mfgrs, 1939 


Retail Trading Zone 


A.B.C. City Zone 


38°/. 


38°/. 


62°/.| 


76°/. 


87°. 


The Post-Garette is FIRST in Pittsburgh in Total Daily Circulation 
—FIRST in Retail Trading Zone Circulation 
—and SECOND in City Circulation 


Pittsburgh Post-Gazette 


“REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 


ONE OF AMERICA'S GREAT MARKETS 


ONE OF AMERICA'S GREAT NEWSPAPERS! 


| 
| 


tising will be called upon to do 
many constructive things.’’ He be- 
lieves advertising will show people 
how to use goods which last longer, 
how to use goods which are made 
of materials not needed for defense, 
will show manufacturers and the 
public how to apply and handle 
goods more carefully and so pre- 
serve them longer and how to select 
the goods best suited to a given use. 
He believes, too, that with people 
spending more hours on defense 
work they will depend more on 
advertising to facilitate shopping. 
Advertising, he thinks, will be used 
to prevent panic and hysteria in 
buying and will educate people to 
avoid hoarding. 


Need for Advertising 

A statement from Freeman Keyes, 
president of Russel M. Seeds Com- 
pany, asserted that “advertisers 
must adjust themselves to last min- 
ute changes of schedule, and in 
general enter into a very coopera- 
tive attitude with newspapers, 
magazines and broadcasting com- 
panies. .. At the end of the war we 
will have attained victory and the 
advertiser who has kept his name 
and the name of his product before 
the public will have a tremendous 
advantage over those shortsighted 
manufacturers who discontinued 
their advertising on the theory that 


December 15, 


there is no use spending money 
when people cannot secure the 
merchandise.” 

“The war isn’t going to hurt oq. 
vertising generally,” believes O T. 
Carson, publisher, Domestic Engj- 
neering Publications. A. J. Mang. iq. 
advertising manager of Popilar 
Mechanics, said that accounts are 
running ahead of last year in spite 
of some restrictions because of 
material shortages. A passing phase 
which he commented on, and one 
which is well known in the majj 
order business, is that coupon anq 
other direct returns fall off when 
big news is breaking. 


L. A. Admen Report 


LOS ANGELES.—‘“Business and 
advertising as usual” is the first 
reaction to the war among agencies. 
advertisers and media in Southern 
California. Without exception ag- 
vertising agency executives queried 
by ADVERTISING AGE said they ex- 
pected no curtailment of advertising 
in this area, and reported no cap- 
celations as yet. In fact, one agency 
reported that “prospects are very 
bright.” 

The only advertising thus far 
affected is that of stores advertising 
late closings for Christmas shop. 
ping. This type of advertising has 
been curtailed in the Long Beach- 
San Pedro harbor area which has 
been under blackout orders since 
the outbreak of hostilities. Stores 
in the downtown Los Angeles area, 
however, are planning to remain 
open at night as usual. 

Radio stations are loaded with 
Christmas advertising and time is 
at a premium. No cancellations 
have been reported. All radio sta- 
tions in this area were off the air 
from 7:15 p. m. Monday until 12:30 
p. m. Tuesday, and again on 
Wednesday morning until 7:30. 
Commercials on news _ programs 
were virtually eliminated during 
the first few days, but are expected 
to return to normal in short order. 


Fruit Campaigns Continue 
The California Walnut Growers 
Association and the California Fruit 
Growers Exchange have announced 
(Continued on Page 6) 


Dlucestor 2 Mass, ~ 1835 


Cf? 


Jam Cape Ann cradles the fishing fleet 
of Gloucester, with its fish racks, net stacks, and glue con- 


verters. 


Done originally on stone by Fitz Lane, this print is 
one of a series of century-old cities appearing on the covers 


of Dun’s Review. 


Gloucester has been distinguished for three centuries 
as the country’s great salt-fishing port, and for the hardihood, 
fortitude, and heroism of Gloucestermen who paid a heavy 
toll for the livelihood they dragged from the angry seas. 
Immortalized in Longfellow’s Wreck of the Hesperus and 
Kipling’s Captains Courageous, the spirit of Gloucester and 
Gloucestermen will always add meaning to our national 


shrines and customs. 


A few copies of this print, matted for framing, are available; the publi: 
will send one upon request to executives writing on their business station: 
Dwn’s Review, 290 Broadway, New York, N. Y. 
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ADVERTISING AGE 


POPULATION 
(1940 U. S. Census) 


New York, N. Y. .. 
Chicago, Ill —_ 

3s Philadelphia, Pa. 

4 Detroit, Mich sanieniial 

Los Angeles, Cal. 

¢ Cleveland, Ohio ..-.- 

7 Baltimore, Md 

«s St. Louis, Mo 

» Boston, Mass 

1 Pittsburgh, Pa. . 

1) Washington, bd. c 

12 San Francisco, Cal. .. 

13. Milwaukee, Wis. ..-.. 

1« Buffalo, N. ¥ — 

15 New Orleans, La 

16 Minneapolis, Minn. 

17 «Cincinnati, Ohio . 

1s Newark, N. J 

19 Kansas City, Mo 

Indianapolis, Ind. .- 

Houston, Tex 

Seattle, Wash 

Rochester, N. Y 

Denver, Colo 

Louisville, Ky 

Columbus, Ohio .......« 

Portiand, Ore - 

o* 6 Atlanta, Ga 

29. Oakland, Cal 

3 Jersey City, N. J 

$1. Dallas, Tex 

32 Memphis, Tenn. . 

23. St. Paul, Minn. 

#4. Toledo, Ohio 

3. Birmingham, Ala 

3%. San Antonio, Tex 

7. Providence, > 

$8 Akron, Ohio ....... 

» Omaha, Neb 

4“ Dayton, Ohio 

41. Syracuse, N. Y. = 
Oklahoma City, Okla 

4 San Diego, Cal - 

44. Worcester, Mass 

45. Richmond, Va 

46 Fort Worth, Tex 

a7 Jacksonville, Fla 

48. Miami, Fla. . 

49. Youngstown, Ohio 

5 Nashville, Tenn. ... 

1. Hartford, Conn. . 

62. Grand Rapids, Mich 

53. Long Beach, Cal 

64. New Haven, Conn. 

5 Des Moines, lowa ........ 

56. Flint, Mich . 

67. Salt Lake City, Utah. 

58. Springfield, Mass 

69. Bridgeport, Conn 

60. Norfolk, Va 

61. Yonkers, N. Y 

2 Tulsa, Okla 

63. Seranton, Pa. . 

64. Paterson, N. J - 

65. Albany, N. Y. 

66. Chattanooga, Tenn 

67. Trenton, N ~ 

6s Spokane, Wash 

69. Kansas City, Kan 

7. Fort Wayne, Ind 

Th. Camden, N . 

72. Erie, Pa 

73. Fall River, Mass 

74. Wichita, Kan. . 

5. Wilmington, Del. ~..... 

6. Gary, Ind 

7 

: 


be te be be be be FO te 
swe ; . 


2 


Knoxville, Tenn, ..... 
Reading, Pa 


79. New Bedford, Mass. . 110,: 


454,995 
396 


sus 


193,694 


57. Youngstown, Ohio 
58. Spokane, Wash. 
59. Fort Wayne, Ind. 


1,623,348 


TELEPHONES 
(Editor and Publisher 1941 
Market Guide) 
1. New York, N. ¥ 
2. Chicago, Il 
3. Los Ange 
4. Philadelphi 
5. Detroit, Mix 
6. Washingt 
7. Pittsburgh, Pa 
8. St. Louis, Mo 
9. Boston, Mass 
10. Cleveland, Ohio . 
11. Baltimore, Md 
12. Cincinnati, Ohio . 
13. San Francisco, Cal... 174,417 
M“ Minneapolis, Minn $ 
15. Milwaukee, Wis 
16. Kansas City, Mo 
17. Oakland, Cal 
18. Denver, Colo 
19. Seattle, Wash 
20. Portland, Ore 
21. Hartford, Conn 
22. Dallas, Tex 
23. Newark, N. J 
24. Rochester, N. Y. 
i es Eee Wy ance 
26. Indianapolis, Ind 
27. Atlanta, Ga 
28. Columbus, Ohio . 
29. St. Paul, Minn 
30. Houston, Tex 
31. Omaha, Neb 
32. Miami, Fla 
3. Toledo, Ohio 


Akron, Ohio 
Memphis, Tenn 
Oklahoma City, 
Dayton, Ohio 
Richmond, Va 
Des Moines, la , 
Birmingham, Ala 
New Orleans, La 
Louisville, Ky 

Tulsa, Okla 
Springfield, Mass 
San Diego, Cal 
Syracuse, N. Y. 
Worcester, Mass 
Albany, N. Y. . 
Nashville, Tenn 

Long Beach, Cal 
Grand Rapids, Mich 
Pasadena, Cal, . 2 
Salt Lake City, Utah. 
Jersey City, N. J 
Sacramento, Cal. 

San Antonio, Tex 


Okla 


Harrisburg, Pa. 
Berkeley, Cal. . 
Atlantic City, N. J... 
Bridgeport, Conn 
New Haven, Conn... 
Flint, Mich, ............ 
Providence, R. I. .. 
Reading, Pa 
Lancaster, Pa 


Fort Worth, Tex 32.605 
70. Jacksonville, Fla 31,472 
71. Peoria, Il. ........ 30,818 
7 Wichita, Kan 29,292 
73. Charleston, W. Va. .. 29,082 
74. Camden, N. J 28,863 
76. Wilmington, Del . 28,819 
76. Tacoma, Wash 28,688 
77. Schenectady, N. Y.... 28,089 
78. San Jose, Cal mace Steee 
7 Lincoln, N 27,092 
80. Scranton, Pa. .............. 26,790 
81. Duluth, Minn. ......... 26,676 
82. Chattanooga, Tenn. ... 26,080 
83. Paterson, N esemmessemne 
S4. Knoxville, Tenn. ..... 
5. Trenton, N. J. . 2 
86. Shreveport, La 25, 
87. Fresno, Cal. . ane  Gnene 
88. Binghamton, N. Y. ... 25,125 
89. Canton, Ohio . pseme 24,559 
9. Little Rock, Ark 
91 Lynn, Mass 
92. Erie, Pa. .. oon 
93. Union City, N. J . 
94. Charlotte, N. C. — 
95. Utica, N. Y. .. 
96. Evanston, Ill 


Austin, Tex 
Springfield, I) 


$0. Elizabeth, N. J wwe 109,912 
$1. Tacoma, Wash mccne 100,408 
82. Canton, Ohio . 108,401 
83. Tampa, Fia a» 108,391 
#4. Sacramento, Cal. ..... 105,958 
&5. Peoria, Il ™ . 105,087 
86. Lowell, Mass _ 101,389 
87, South Bend, Ind. ...... 101,268 
ss. Duluth, Minn. ..... 101,065 
89. Charlotte, N. C. ......... 100,899 
9 Utica, N. Y¥ , 100,518 
$1, Waterbury, Conn. 99,314 
$2. Shreveport, La. ... 98,167 
3. Lynn, Mass . 98,123 
94. Evansville, Ind. ..- 97,062 
95 Allentown, Pa 96,904 
9%. El Paso, Tex 96,810 
#7. Savannah, Ga . 95,996 
9. Little Rock, Ark 88,039 
9. Austin, Tex 87,930 
100. Schenectady, N. Y 87,549 
01. Wilkes-Barre, Pa. . 86,236 
102. Berkeley, Cal 85,547 
103. Rockford, I 84,637 
104. Lawrence, Mass $4,323 
105. Harrisburg, Pa 83.893 
lo¢ aginaw, Mich $2,794 
107. Glendale, Cal $2,582 
10s ux City, lowa 82,364 
109 Lincoln, Neb 81,954 
i I adena, Cal 51,564 
ill \ na, Pa 80,214 
li Winston-Salem, N. C 79,815 
11 Bayonne, N. J 79,198 
114. Huntington, W. Va 78,836 
il Lansing, Mich 78.753 
iit Mobile, Ala 78.720 
117. Binghamton, N. ¥ 78,309 
118. Montgomery, Ala 
119 iagara Falls, N. ¥ 
12 Manchester, N. H 
12 Quincy, Mass 
i2 Pawtucket, R. 1 
12 Joseph, Mo 
m4) OK. St. Louis, 
1 Springfield, Il 
12 Portland, Me 
127. Charlie n, 8. ¢ 71,27 
Springtield, Ohio 70,662 
Troy, N. Y 70,304 
‘ Hammond, Ind 70,184 
1 Roanoke, Va 69,287 
New Britain, Conn 68,685 


1 Racine, Wis 
139. Johnstown, Pa 
i Pontiac, Mich 


4 Atlantic 

4 Terre Haute, Ind 
My Columbia, 8. C 
4 B kton, Mas 


San Jose, Cal 
Charleston, W. Va 
fopeka, Kan 
Madison, Wis 
Mt. Vernon, N. Y 


Davenport, lowa 


Evanston ! 
City, N. J 


Jackson, Miss 
Pa N. J 
Lancaster a 
Sy ' eld. M 61 ‘ 
Wh r W. Va "9 
Galve n. Tex ‘ 
St. Petersburg, Fla t 1 
Free Cal 65 
Durt mn. 4 1 
Greensbor N. ¢ 419 
Decat i 59 
Chester, Pa 59,285 
I 1 Tex 59 
Bethlehem, Pa 5.4 
New I helle, N. ¥ ‘ 
Malde M 
Macon, G 7.8 
Corpus Chr Tex vi 
York, Pa 7i2 
rion Ci N. J 6,17 
Waco, Tex J 
MeKe por la 
St kion, Ca 4,714 
Kal zu Mich ug 
‘ Holyoke, Ma 3.7% 
Santa Mor rn, Cal 
( am i Ga = 
Pueblo, ¢ S2 
Waterlo« lowa 
Amat Tex tse 
N.C $1.31 
t Va i 
on 2 
N. J 50,11 
Mur € Ind 49.7 
Pittet i, Ma 49.654 
Ja M 49.654 
Lex nm, Ky 49 ‘ 
Wo ket, KI ‘ 
Ker ha, Wi 45,765 
Bay Mict 47. 954 
rd, Conn 47.9358 
Muskegon, Mich 47.69 
New Castle, Pa 17.635 
‘ Aurora, Il 4 
Raleigh, N. « ¢ 
Haverhill, Mass 


Green bay, Wis 
Port Arthur, Tex 
Wichita Falls, Tex 
Eimira, N. ¥ 


Allentown, Pa 
101. Topeka, Kan 


102. Norfolk, Va. . 21,675 
103. Tampa, Fla 21,406 
104. Madison, Wis 21,000 
105. Troy, N. Y 20,924 
W6. Roanoke, Va 20,859 

South Bend, Ind 20,835 


108. Glendale, Cal 
109. Rockford, Ill 
110. Santa Monica, Cal 
lll. Waterbury, © 


113. Stamford, Conn 20,000 
114. Passaic, N 19,850 
115. Yonkers, N. Y 19,809 
116. Cedar Kapids, la 19,097 
117. Sioux City, la 18,810 
118. Portland, Me 18,772 
119. St. Joseph, Mo 18,704 
120. Stockton, Cal 18,581 
121. Evansville, Ind 18,363 
22. Lowell, Mass 18,173 
123. Lansing, Mich 18,12 
124. Saginaw, Mich 18,005 
125. El Paso, Tex 17,676 
126. Mt. Vernon, N. Y 17,367 
27. Huntington, W. Va 17,110 
128. Kansas City, Kan 17,002 
129. Lawrence, Mass 16,994 
130. Savanngh, Ga 16,788 
131. Quincy, Mass 16,478 
1232. Fall River, Mass . 16,168 
133. Niagara Falls, N. Y 16,000 
134. Pontiac, Mich 15,957 
135. Pawtucket, R, I 15,950 
136. New Rochelle, N. Y¥ 15,77 
137. New Bedford, Mass 15,393 
135. St. Petersburg, Fia.. 5,196 
139. Galveston, Tex — 15,058 
140. Racine, Wis 14,975 
lil Jackson, Miss 14,942 
142 Lexington, Ky . 14,936 
143 Wheeling, W. Va 14,640 
144 Montcomery, Ala 14,427 
145. Davenport, la 14,320 
146 Brockton, Mass 14,271 
47 Mobile Ala 14,188 
148 Springtield, Mo 14,162 
149. Deeatur, I 14,086 
150. Columbia, 8S. C 13,945 
151 Elmira, N. Y 13,791 
52. Pueblo, Colo 13,505 
153. Greensboro, N. C 13.5 


154. Amarillo, Tex 
55. Muskegon, Mich 
156 Elizabeth 
157. Kalamazoo 
158 Raleigh, N.C 
15 Waterloo, la 
160. Pittsfield 
161 Aurora, Ill 
162. Green Bay, Wis 

163. Terre Haute, Ind 
164 Asheville, N. C 

165. Augusta, Ga 

166. Winston-Salem, N. C 
167 Macon, Ga 

168. New Britain, Conn 
169. York, Pa 


17 Bethlehem, Pa 
E. St. Louis, Ill 
Witchita Fall Tex 


McKeesport, la 
Manchester, N. H 
Jackson, Mich 
Johnstown, Pa 
Hammond, Ind 
179. Gary, Ind 


18 Malden, Mass 
is] Altoona, Pa 

2 Waco, Tex 
is New Cast Pa 
184. Mur Ind 
1s Charle Ss. ¢ 
18 Port Arthur, Tex 
‘ I nr } 

s. Holyoke, M 

89. Bay Cit Mict 
1% Springfield, Ot 
191 W oor ket, KO 
19 Columbu (ia 
i933. Durham, N.C 


i” Hoboken 
200. Hamilton 
*Figure obtained direct from 
phone company of this city 


Ohio 


liver (criz0na Like the Sunchine 


¥ On November 30, 1941 there 
were 25,789 telephones listed on the 
Phoenix telephone exchange. More 
than 4,000 new telephones are be- 
ing installed during 1941. 


ES, there's a lot of talk going on about Phoenix and Arizona 

... Clear across thenation! But it's not just "talk." There's 
a “busy signal" on every line of major business! New home con- 
struction. Bank clearings. Department store sales. Enlargement 
of local national defense programs. New industries increasing 
the importance of this United States army air training center. 
Greater returns from all agricultural harvests! Yes, things are on 
the move in this gold nugget of western markets. See for your- 
self. Compare the population standing of Phoenix among the 
first 200 newspaper cities of the United States. Then see where 
it stands in the number of telephones in use. It jumps from 143rd 
to 99th ... along distance call on any number! So whether 
your problem is increasing sales, or entrenching good will, 
here is a "must" on your advertising list. And here are two 
tested mediums . . . dialing the tempo of ‘42... ready to doa 
result-producing job for YOU! 


ROADCASTIN 


DICK LEWIS, General Manager 
Representatives 


ann GAZETTE 


BOB HALL, National Advertising Manager « Representatives—Wilhams, Lawrence G Cresmer Co 


Paul H Raymer Company 
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ADVERTISING AGE 


194} 


Advertising Faces 
War Problems with 
Firm Optimism 


(Continued from Page 4) 


that national campaigns will con- 
tinue as planned, although the Sun- 
kist campaign in the Far East is 
naturally being eliminated. 

Union Oil Company informed 
ADVERTISING AGE that it will prob- 
ably change to institutional and 
service copy; Lockheed 
that its advertising will continue; 


“WFEDF Flint, Michigan said today, Pa, 
that there are 4.1 persons to each Mich- 
igan family.” 


reported | 


| tiser into the picture this week, as : 
the Douglas Fir Plywood Associa- | buying and conservation of the 


| day. 


Purex Corporation, maker of 
bleaches and drain openers, is can- 
celing 50 per cent of its advertising 


_——————— 


YOU CAN HELP A GREAT PEOPLE | 


due to restrictions on chlorine; prog thg> peagpeee ITS AMERICA FIRST VOW! 
Southern Pacific advertising will Js es 
j s , ~* vat ee | — 
continue at normal levels; Pacific =: THIS IS OUR ANSWER | 
Mutual Life Insurance Company | 


reports a probable increase in ex- 
penditures; and most other national | 
accounts in this area indicate con- —-— 
tinuation without curtailment. 
Although the budget has not | 
been canceled, the All-Year Club of = 
Southern California is holding up | == = 
plans until the temporary local a in | 
situation with reference to black- a — 
outs and possible air raid warnings | i= => | = 
clears up. However, the Sun Fes- aoe 
tival is going on as planned. 


New Advertiser Starts 


The war brought one new adver- 


UNITED CHINA RELIEF 


| The United China Relief, Council for Democracy, and Fight for Freedom com- 
| mittee rushed into print with these large-space newspaper ads last week carrying 
| both appeals for aid and promising full support in the conflict to subdue Japan. 


WAR CALLS BRING THESE APPEALS AND PROMISES 


| see the expenditure of about $10: 


ee 


Sumutanband tye ond 
ad aden tes Ge en io tnp pein oh 
Sav otem 

OUR FIGHT FOR FREEDOM HAS BEGUN: 
TS BATTLE CRY IS CITY! 


FIGHT FOR FREEDOM 


on 


tion suggested the use of its product | necessities of war by showing our 
to make windows light-tight. Panels 
are available at all lumber dealers, 
the copy said. 

Local reaction to the war is per- 


people how effectively to use alter- 
nates; 
Rights by alertly watching our 
haps best exemplified by an address enemies from within who would use 
made by Don Belding, manager of | this opportunity to undermine our 
the local office of Lord & Thomas, | liberties. 

before the Advertising Club Tues-| “Advertising can and will play a 
He presented a 3-point pro- | very important part in gaining com- 


“Uh-huh. 1 suppose that makes me the | tam which calls upon advertisers | plete victory,” Mr. Belding, who is 
1.” to: (1) Stir America to all-out | also president of the Pacific Adver- 
; effort for victory; (2) Urge sound! tising Association, said. “It will 


(3) Safeguard our Bill of | 


| usual 


hours 50 minutes to a maximum of 


\ 
\ 
\ 


‘ AAA 


A \\ 


YS 


\ 
\ 


Jiminy Christmas -- : 
a new world’s record! 


9 


With its December issue, Esquire has set “ = 
record for dollars laid down on the - 

one issue of any one magazine — 
for cash laid on the line 
gazine, but for 


world’s 
stands for any 
not just the record 


and 
y, or a general ma 


for a monthl 


s monthly, mass weekly, 


service, household or whatnot—any 
g advertising! For the nage 
ic paid over $215,000 
s world’s rec- 


for any one 


any magazine —clas 
women’s 
magazine carryin 
December Esquire the publ . 
cash on the newsstands—this iad 
ord, among all audited magazines, TOF = 
‘ssue! (Incidentally, the December issu es 
broke Esquire’s ow? all-time records, ” - 
Esquire’s greatest newsstand sale and ~~. 
previous all-time high—728,000—for total cire 


hen, that: 
lation of any one issue). Do you wonder, t 


Advertisers get more 
amiltage 
with L2.Q WUE 


— IN THE WORLD: 
775,000 COPIES 
_ 850,000 COPIES 


G FIFTY CENT MAGAZIN 
_ (CHRISTMAS ISSUE) . . 
_ . (HOLIDAY ISSUE) . - 


THE LARGEST SELLIN 
DECEMBER PRINTING . 
JANUARY PRINTING . 


| uncertain. 


18-hour operating days to 
anything from a minimum of five 


KIRO Stays On 

SEATTLE, WASH.—War brought 
to the Pacific Northwest a complete 
blackout of commercial radio pro- 
grams at 7 p. m., Dec. 8 as darkness 
closed the first day of U. S.-Japa- 
nese hostilities. 

Only one station west of Boise, 
| Idaho, and north of the California- 
| Oregon line was allowed to operate 
by Brig. Gen. Carlyle H. Wash, 
|commander of the 2nd Interceptor 
|Command. KIRO, Seattle, kept its 
| tubes hot and remained in readiness 
|} to go on the air with intermittent 
| broadcasts of defense information, 
blackout instructions, and bulletins 
from interceptor headquarters. The 
| station is being kept fully staffed 
on a 24-hour basis. 

Daytime operations with regular 
network and local programs are al- 
| lowed when skies are not overcast. 
It is assumed that all Pacific North- 
| west radio will continue to operate 
|on this schedule so long as the dan- 
ger of air raids is imminent. When 
| daytime skies are clear, stations will 
|/return to the air 30 minutes after 
sunrise. 


| nine hours. 

On Thursday, stations were per- 
mitted to broadcast beginning 
| 8:25 a. m., but were halted again 
at 2:15 p. m., apparently because an 
-overcast sky grounded 
| patrols and produced 

flying conditions for enemy planes, 
_ which can find military objectives 
| by triangulation on Northwest com- 
|mercial radio signals. Regulations 
affect all of western Oregon and 
Washington. 
| This situation created the pros- 
| pect of short radio days during the 
|Northwest’s rainy winter season, 
and also presented station managers 
with problems of maintaining or re- 
| ducing staffs. Thousands of dollars 
| of revenue have been lost by chain 
stations this week. Local stations, 


| by piling spot announcements to- 


| gether, have lost proportionately 
less. The demand for spots during 
/news broadcasts has been acceler- 
ated. 


Signs Blacked Out 


Neon signs must blackout at 5 
p. m. daily, and merchants’ display 
windows at closing time. The Ram- 
say Sign Company, large neon man- 
ufacturer, reported no cancellations 
of neon orders this week, but ulti- 
mate effect of the curtailment is still 
Another blackout result 
is a huge drop in theater attend- 
ance, threatening theater advertis- 
ing. 

The Oregon Journal reported can- 
cellation of two Pontiac ads and one 
Buick display, while the Oregonian 
got notice from Buick and Ply- 
mouth to cancel advertising in next 
Sunday’s paper. 


tion Company’s’ advertising of 
pleasure jaunts to Hawaii. One 
large local jewelry advertiser cut 
his newspaper space approximately 
in half, at least temporarily, re- 
porting that war scares had cut 
business by 50 per cent this week. 

Agencies for national advertisers 
here were uncertain as to the war's 
ultimate effect. The advisory com- 
mittee of the Oregon State Highway 
Commission meets next week to re- 
view plans for its 1942 national 


'stantine & Gardner, which har 


at 


interceptor 
night-time 


Both papers re- | 
ceived kills on the Matson Naviga- | 


December 15, 


campaign, which normally wou!dq 


000 for magazine space and trave) 


| literature. 


“Pure Conjecture” 


“TI think anything we can 
is pure conjecture until things * 
tle down somewhat,” declared Da. iq 
Botsford, president, Botsford, Cy. 


eS 


the Oregon highway account. 


ne 
agency’s largest account, Jan‘:en 
Knitting Mills, probably will «on. 
tinue advertising if it can get raw 


materials, Mr. Botsford predicte 4 
Charles H. Devlin, vice-pres jent 
of Joseph R. Gerber Company 


ro 

Fireman agency, said the Iron a 

;}man Mfg. Company is undecided 

about its future program. The 

agency has received no cancella- 

; |tions, he said, asserting that such 

also do its part in preserving the Gerber accounts as insurance com. 

principles of our democracy—the panies and savings and loan nsti- 

things for which we are all fight-| tutions have reason to increase 

ing.” /advertising. Mr. Devlin pointed oyt 

. . ? |that “advertisers just can’t affor 

‘Radio Stations Hit |to let trademarks disappear ms 

PORTLAND, ORE.—Radio sta-| People’s minds. After you lose 

tions were the first major casualties | leadership, they look upon you as 
of war among advertising media in | yesterday’s product.” 

Portland. Stringent radio blackout} One Portland agency reported the 
regulations—with blackout times | loss of a regional wholesale grocery 
changeable on five minutes’ notice | account, adding that some compa- 
from the 2nd Interceptor Command | Mies which have been advertising 
‘at Seattle—reduced the nation’s| to cut taxes are “feeling very pa- 


triotic right now.” They are ex- 
pected to divert advertising appro- 
priations to taxes. 


Auto Men Unhappy 

DETROIT. — Further drastic re- 
| trenchment is expected in automo- 
|bile advertising following _ this 
| country’s actual declaration of war 
| Throughout the industry, sales and 
advertising departments are in hud- 
idles. No decisions seem to have 
| been made as yet, but the agencies 
are bracing themselves for bad 
news. 

The feeling is that with hostilities 
on in earnest, demand for defense 
materials used in automobile pro- 
duction will be even more urgent 
that car production is sure to be cut 
sharply from already curtailed 
levels and perhaps all but sus- 
pended. Automobile advertising 
probably will suffer a similar fate, 
with the prebability that the per- 
centage reduction will be even 
greater than the production cut 
| Some fear that propaganda may be 
started to the effect that it wil! be 
unpatriotic to advertise new auto- 

(Continued on Page 42) 


“Ask your 
Agency 

to ask the 
OLONEL?” 


KOIN-KALE 


CBS - MBS 


PORTLAND, OREGON 
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ADVERTISING AGE 


In no department of the Oklahoman and Times is the idea that 
“We have no business being less of a newspaper than we can be” 
more pronounced than in the circulation office. 

City subscribers find the Oklahoman and Times on their door- 
step, not on the porch or in the yard, twice each day. Statewide 
subscribers, through company-owned Mistletoe Express, have morn- 
ing papers on the breakfast table, evening papers on the dinner table, 
in the most remote parts of the state. When Oklahoma City faced a 
recent emergency occasioned by the North Canadian river leaving its 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


banks, subscribers received their papers on schedule even though 
some routes were made by boat. 

More Oklahomans read the Oklahoman and Times than read 
any other newspaper in the state. They follow these newspapers 
more closely. Consequently, the Oklahoman and Times have become 
the most powerful advertising media in Oklahoma... a market where 
farm income is up 36% from 1940, where office of production 
management records show defense contracts last year amounted to 
nearly three times the value of all articles manufactured in 1939. 


eeu 


= 
od 


et THE FARMER-STOCKMAN * MISTLETOE ExPpRESS * WKY, OKLAHOMA City * KVOR, CoLoRADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 1 
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ADVERTISING AGE 


December 15, 1941 


Washington Looks 
for Decline in 
Advertising Volume 


(Continued from Page 1) 
ways. Substitute packaging mate- 
rials may be necessary, transporta- 
tion shortages may delay deliveries, 
and sales and advertising personne] 
may be in the service. None of 
these difficulties should prove insur- 
mountable, it is felt here. 


No Special Treatment 


No indication has been given to 
date that the government plans any 
special treatment of advertising. A 
decline in total volume appears 
inevitable to Washington observers, 
but there is no evidence so far to 
suggest that the government plans 
direct action to effectuate that 
result. Nor is there any sign that 
the government will take advantage 
of the advertising machinery to 


foster the war effort in any way. 

Patterns of the future are neces- 
sarily hazy at this early date, but 
President Roosevelt himself gave 
the tipoff in his fireside chat when 
he said: “We shall have to give 
up many things entirely.” He said 
that there is no food shortage at 
present but warned that “we shall 
need for war purposes more than 
half of that portion of the principal 
metals which during the past year 
have gone into articles for civilian 
use.” He did not specify what these 
articles are. 

Radio Heaviest Hit 


Production of automobiles, refrig- 
erators, washing machines and simi- 
lar durable goods is expected to be 
brought to almost a dead halt. Be- 


sides the new restrictions on auto 
output, official curtailment in the 
durable goods fields is expected. 


Preliminary studies to that effect 


are already in progress, and issu- | 


ance of new control orders is 
regarded as a dead certainty. 
Among media, radio promises to 
suffer most in the way of direct 
governmental action. West Coast 


stations have been forbidden to 
broadcast for specified periods, for 
fear that invading planes will fol- 
low radio beams to _ population 
centers. Each invasion threat may 
be expected to be accompanied by 
a silencing of stations in the threat- 
ened area. 

In effect, the government has 
already taken control of the nation’s 
broadcasting facilities. Under his 
broad war powers, President Roose- 
velt today issued an executive order 
giving the Defense Communications 
Board authority to designate radio 


ithe duration of 
| Certainly 


facilities for use, control or closure | 


by the War or Navy departments. 
The order empowered DCB to grant 
the same rights to Treasury and 
State departments, if found advis- 
able. 
Fly’s Duties Multiplied 

This step was in accordance with 
advance plans of DCB. It was done 
with the unanimous approval of the 
Federal Communications Commis- 
sion and the four departments. 
DCB has made arrangements by 
which virtually every radio outlet 
in the country could be linked to- 


<< > D] 
Tou can quote me on this 


said the president 


to the l Pe 


a 


— 


[;, a widely-publicized story carried by trade papers 


last month, Dr. George A. Bunting, president of the Noxzema 


Chemical Company, revealed that their quiz program was doing 


a whale of a job in fourteen markets. 


Ruthrauft & Ryan, the firm's agency, prepared figures on sales 


increases for the first nine months of 1941 as compared with the 


same period last year. These figures showed increases ranging from 


40% to 130°. 


According to this report, the one market showing an increase 


of 130° was the Twin Cities, home of WCCO. the station that 


blankets this great market and the rich Northwest. 


In actual sales results, out of all 14 stations... IW/CCO brought 


the g reatest sales increase. 


Produced by WCCO on behalf of Ruthrauff & Ryan, “Quiz of 


the Twin Cities” has all the qualities essential to good radio selling: 


the right idea...the right production...the right station. 


If you want the best in the great Northwest... check time 


availabilities on WCCO. 


MINNEAPOLIS-ST. PAUL. Owned and operated by CBS. Represented by Radio 


Sales: New York + Chicago « St. Louis + Charlotte + San Francisco + Los Angeles 


660 90,000 WATTS WHERE IT COUNTS THE MOST 


gether in an extreme emergency. 

James L. Fly is chairman of both 
DCB and FCC. If the first few 
days of war are any indication, he 
will have little time for FCC work 
Many members of that agency’s 
staff also figure to be kept busy on 
DCB matters, and it would be no 
surprise if FCC calls off pending 
regulatory actions and_ permits 
maintenance of the status quo for 
the emergency. 
broadcasting interests 
have a strong argument to support 
such an appeal. 

The strictly defense agencies— | 
those born of the emergency and 


|only a year or so old—are continu- 


| 
| 
| 
| 
} 


| 
| 
| 
| 
| 


ing to function much as they have | 
in the past. The Supply Priorities | 
and Allocations Board remains the | 
top policy-making body on war pro- | 
duction, with the Office of Price} 
Administration and the Office of 
Production Management carrying | 
out SPAB’s orders. The operations 
of all three key defense agencies 
are being stepped up to war tempo, 
particularly in view of initial de- 
feats on the Pacific. 

Old-line agencies, such as the 
Federal Trade Commission and the 
Food and Drug Administration, are| 
expected to play only a minor role, 
although FTC expects to be as- 
signed numerous investigation proj- 
ects by defense agencies. At pres- 
ent, they are expected to go along 
as before until some war assignment 
is uncovered. 


Consider Tax Plans 


The Treasury, faced with the 
colossal task of financing the most 
expensive war in history, not only 
for this country but for all our} 
allies, is preparing new tax pro- 
posals which will dwarf the record- 
breaking program now in effect. 
Various forms of compulsory sav- 
ings, both as anti-inflation weapons 
and as guarantees of tax payments, 
are being discussed. 

The defense bond and stamp 
drive is being expanded to the limit. 
Secretary Henry Morgenthau, Jr., 


| issued an emergency call today to 


all state leaders of the Defense 
Savings Staff to meet in Chicago 
Dec. 16. He promised to disclose 


at that time “plans for more inten- 
sive promotion,” but it is believed 
that the campaign will not take th, 
form of government-sponsored ad- 
vertising. 

Nelson Rockefeller’s Office of the 
Coordinator of Inter - America 
Affairs, without even hesitating + 
take bows for swinging most of the 
Latin American nations into 
behind the United States, has nm 
responsibilities in collaborating 
the State Department and with 
OPM. Raw material resources of 
nations south of the border wil] be 
tapped as never before in an eff.rt 
to make up for supplies lost through 
the cutting off of the Far Eastern 


+ 
SlLepn 


market. Mr. Rockefeller must ting 
equipment and supplies which this 
country can spare for shipment to 
Latin America in return for things 
we need. 

Congress can be expected to vive 


the President everything he 


| The price control bill, which has 


been lagging for months and which 
was emasculated in the House, wil] 
get speedy action now that the die 


is cast. The bill upon which the 
Senate banking committee began 
hearings this week probably bears 
little resemblance to the measure 
that will pass. Price Administrator 
Leon Henderson has been the only 
witness so far, and his demands that 
such “teeth” as the licensing power 
be restored will probably be heeded, 
Sen. Alben’ Barkley, majority 
leader, has asked the committee to 
send the bill to the Senate before 
Christmas. Final adoption in sub- 
stantially the same form the Ad- 


ministration originally proposed 
now appears possible within a 
month. 

Other legislative action is ex- 


pected to be limited largely to war 
measures. Such proposals as the 
fair trade repealer, which had little 
chance of gaining favorable atten- 
tion this session anyway, appear to 
have none at all now. 


Heads New York Sales 


F. R. Gammon has been named 
manager of sales of the New York 
district sales office of Carnegie-|)li- 
nois Steel Corporation, Pittsburgh, 
effective Jan. 1. 


400,000 


Last June The Telegram-Gazette, as a good-will promotion, 
offered a series of 20 attractive cookbooklets to its readers — a 
new booklet every week, each booklet priced at ten cents plus 
a coupon. The offer was backed by consistent advertising IN 
The Telegram-Gazette. 


Gazette circulation: more than 


Cookbooklet sales above. 


“SURE I made 
*em—from my 
Telegram- 


Gazette 
Cookbooklets.” 


Cookbooklets! 


When the offer closed Nov. 22, Telegram- 
Gazette readers had BOUGHT 400,908 cook- 
booklets—and they’re STILL trying to buy MORE. 


One of the nation’s richest and most RESPONSIVE markets is the 
Worcester Market, in the heart of industrial New England. 
Population: City 193,694. City and Retail Zone 440,770. Telegram- 


131,000 average net paid daily. 


But circulation is only HALF the story advertisers need to know. 
For READER RESPONSE to Telegram-Gazette advertising 


- note 


Th TELEGRAM -GAZETTE 


— WORCESTER MASSACHUSETTS 


es 


CGeoece F. Boorn, Publshe4- 


\CK amd ASSOCIATES, NATIONAL REPRESE 


- OWNERS of RADIO STATION WTAG 
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ADVERTISING AGE 


TRUE ROMANCES 


TRUE LOVE 


“SUALLY we stick to net paid figures* when we talk 
UW circulation, but the prospects for 1942, as revealed by 
our February 1942 print order, are so significant that we 


trot out the tuba for one long, loud print order blast. 


Gentlemen! We should deliver close to three-quarters 
of a million net paid bonus circulation on our February 
issue. No, don’t crowd, you can't get in February. It’s on 


the press! But there’s March...closing December 18th. 


Why the big bulge? Our kind of people are making 
more money these days... higher hourly rates, longer work 


weeks, fatter pay envelopes and...relatively less taxes! 


Nowadays Macfadden Women’s Group means extra 


dollar value . .. invites extra cultivation. 


Net paid first 9 Months [941 
2.651.305 
28.6% gain over first 9 Months 1940 


18°) Bonus over guarantee 


TRUE EXPERIENCES PHOTOPLAY RADIO MIRROR 


Mostly young...mostly married... mostly “Judy O’Gradys” 
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ADVERTISING AGE 


December 15, 194} 


War's Impact 
Brings Shifts 
in Spot Radio 


New York, Dec. 10.—Spot radio 
received the full impact of the war 
blow when hostilities broke last 
weekend. Shifting and _ outright 
cancelation of announcements and 
programs were frequent as latest 
news bulletins were flashed in quick 
succession. The extent of the dis- 
ruption varied with different sta- 
tions and programs, but practically 
all were hit. 

In spite of these first difficult 
days, however, no advertisers ap- 
peared to contemplate any changes 
for the present. Agencies and ad- 
vertisers alike showed patience in 
bearing with the situation, allowing 
stations to use their own discretion 
as to when programs would be put 
on the air. Some accounts even in- 
formed the stations it would be all 
right to interrupt scheduled pro- 
grams whenever necessary and that 
rebates would not be expected. The 
general consensus was that with 
radio listening at such a high level 
at all hours during the first days of 
the war, it made little difference 
whether or not an advertiser’s mes- 
sage was aired in its usual position 


immediately following a “peak pro- 
gram.” 

There are as yet no indications as 
to how spot renewals will be af- 
fected. A belief that the advent of 
war will prove a bonanza to spot 
radio has been voiced by some 
spokesmen, who maintain its flexi- 
bility will enable advertisers to 
shift concentration quickly from 
one area to another in the event of 
blackouts or air raids. 

Though there was a loss of bill- 
ings on the West Coast due to 
blackouts in the region, these are 
expected to be made up within the 
next few weeks. At Honolulu a 
more serious situation exists and 
these billings cannot be made up, 
but the contracts probably will be 
extended. 


Holds Two Parties 


The Advertisers’ Club of Cincin- 
nati will again hold its two annual 
Christmas parties, one for the mem- 
bers on Dec. 17, and one for the 
children of members on Dec. 22. 


Plan Board Adds Stone 

Harry Stone, general manager of 
WSM, Nashville, has been elected 
representative on the NBC Red net- 
work planning and advisory com- 
mittee from the Fourth District, 
which embraces nine Southeastern 
states. 


Herbert Named to 
Head Guild Artists 


James D. Herbert has been elected 
president of the Guild Artists Bu- 
reau, New York, to succeed George 
Baker, resigned. He was formerly 
art director at Martin Ullman, New 
York, designer, and previously art 
director with Calkins & Holden, 
New York. 

Mr. Baker resigned from Guild 
Artists to launch National Advertis- 
ing Art Center, New York, with 
offices at 420 Lexington avenue. 
Carol Portner, who was Mr. Baker’s 
assistant at the Guild, and Marylou 
Schaake, a member of the sales 
staff, have also resigned to be asso- 
ciated with the new company. 


American Airlines 
Advances Ed Bern 


Edward G. Bern, since 1936 na- 
tional director of publicity for 
American Airlines, has been named 
regional vice-president with head- 
quarters in Chicago. 

O. M. Mosier, who joined Ameri- 
can Airlines in 1938 after having 
been vice-president and _ general 
manager of Braniff Airways, has 
been elected an American director. 


Raises Ad Rates 


The Western Producer, Saskatoon, 
Sask., will increase its agate line 
rate from 40 cents to 50 cents effec- 
tive April 1, 1942. 


aught 


by Elmo Roper’s recent study is the obvious 
truth that underlies all magazine value. 


Its concise presentation is sparing of elaborate 
charts, graphs, and calculations. It is wholly free 
from projection or prejudice. It deals with one 
basic fact, unencumbered with minutiae. 


Possibly a sense of relief adds to its welcome! 


But essentially it is being received with interest 
and conviction because it renews belief in an old 


fact and measures its value in a new way. 


Cosmopolitan representatives are showing this 
study as rapidly as possible. Your opportunity can 
be hastened by writing Harry Dunlap, Publisher. 


Fo 
a Aasanpnlan 959 EIGHTH AVENUE, NEW YORK, N.Y 
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Lion Oil Tries 
‘Enriching the 
South’ Series 


El Dorado, Ark., Dec. 10.—Oppor- 
tunities in southern agriculture and 
industry form the theme of a cur- 
rent series of institutional adver- 
tisements appearing in Arkansas, 
Mississippi and Tennessee news- 
papers on behalf of the Lion Oil 
Refining Company. 

Entitled “Enriching the South,” 
the series of 13 six-column by 16- 
inch ads includes statements signed 
company president, Col. 
T. H. Barton. Recent development 


| of the livestock industry in Arkan- 


| sas 


average Illinoisan. 


and the pouring of defense 
dollars into the Southland through 
Army and Navy contracts consti- 
tuted the first two ads in the series. 
Other statements are to explore 
such fields as farm chemurgy, 
power expansion, rural electrifica- 
tion, soil conservation, reforesting, 
the South as a vacation land, in- 
dustrial growth, manufacturing, 
highways, the chemical industry 
and cultural advancement. Ads are 
run at intervals of four weeks in 
ten newspapers in the three south- 
ern states. 


Plays Up Location 


Copy points out that Lion is a 
southern company, “working for the 
South,” and that it “is grateful to 
the thousands of southern motorists 
who prefer to trade at the sign of 
the Lion.” Its stimulation of trade 
and its payrolls and taxes have con- 
tributed to the progress of the sec- 
tion, southerners are reminded. At 
present, 1,300 retail dealers in Ar- 
kansas, Mississippi, Tennessee and 
northwest Alabama distribute Lion 
products in the area. 

Radcliffe - Scott & Associates, 
Little Rock, handles the Lion ac- 
count. 


Print Power Edition 

The News and Courier and Eve- 
ning Post, Charleston, S. C., printed 
a 112-page “Power and Defense” 
edition Dec. 1 to celebrate the ap- 
proaching completion of the Santee- 
Cooper power project. 


PRESTIGE COPY 


PR aa ——__—__. 


—————~ ENRICHING THE SOUTH — 


ew Rites 0 a1 One 


Second in the series of large-size acver. 

tisements appearing under the ge 

head, “Enriching the South," which 

Oil Refining Company is running in 

Arkansas, Tennessee and Mississippi 
newspapers. 


Ralston Stipulates 
on Ry-Krisp Claims 

Ralston Purina Company, St 
Louis, has agreed to a stipulation 
with the Federal Trade Commission 
by which advertising claims made 
for Ry-Krisp will be toned down. 

Ralston has promised to cease 
claiming that use of the product 
alone or as a part of a reducing 
diet will cause a weight reduction 
of seven pounds, or any other defi- 
nite amount, within a_ specified 
time; that Ry-Krisp is a good source 
of energy and will cause flesh to 
disappear, except as a part of a 
planned diet control program. 


Appoints Caples Co. 

Air express division of Railway 
Express Agency, New York, has 
appointed the Caples Company, 
New York, as advertising agency. 
Magazines, business papers and 
radio will be used. 


WIBC Adds Knapp 


William S. Knapp, formerly with 
WDZ, Tuscola, Ill, has _ joined 
WIBC, Indianapolis Mutual outlet, 
as merchandise manager. 


PHILIP MORRIS & CO. has two out- 
standing CBS Network programs—and 
WMBD carries both of them. It all 
started back in February, 1937, when 
PHILIP MORRIS specified WMBD for 
their program, “Johnny Presents,” ad- 
vertising PHILIP MORRIS CIGA- 
RETTES—in addition to a nearby met- 
ropolitan station. Now, WMBD, is an 


outlet in addition to CBS Basice—for... 


for PHILIP MORRIS 
CIGARETTES 


“Crime Doctor” 


“The Philip Morris 
for PHILIP MORRIS 
CIGARETTES 


Here’s Why... 


Playhouse” 


SECC Stee es 


In “Peoriarea” (covered effectively by WMBD 
only) 89.3% of a total of 154.300 families own 


radios. 


population in Peoria 


County 


Family buyers spend $37,282,000 an- 
| nually in 2.057 local food stores. 


Every one 
| 
| of the 


alone 


spends $69.00 more in retail stores than the 


Be sure to specify 


And “Peoriarea’s” popula- 


| tion is balanced almost 50-50—urban and rural. 


WMBD as an additional 
outlet for your message— 
for WMBD is the favoriie 
of “Peoriarea’s” listeners! 
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| How many legs has a Syllogism? 


/ 


CCORDING to Webster, a syllogism is a 
logical argument standing upon three 
legs... 


1. The major premise; 
2. The minor premise; 


3. The conclusion. 


If the premises are true, then the conclu- 
sion must be true. For instance. . . 


MAJOR PREMISE: The advertiser's prime 


need is to reach the biggest group of poten- 
tial customers. 
MINOR PREMISE: LIFE reaches 


the biggest audience of any maga- 
zine — 21,900,000 readers weekly. 


CONCLUSION: Therefore, LIFE is the ad- 
vertiser’s basic mass magazine—the 
hardest-working magazine on his list. 


Logical? Reasonable? True? Unquestion- 
ably. This syllogism reflects why ‘‘Amer- 
ica’s Most Potent Editorial Force”’ is also 
“America’s Most Potent Advertising Force.”’ 


ey’ 
Ta 


Revealed and authenticated by latest figures in Report No. 5, 
LIFE's Continuing Study of Magazine Audiences~— just released. 
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War Comes to America 


Although we have been operating 
in a war economy for the past year 
and a half, the actual beginning of 
hostilities as the result of the Japa- 
nese attacks on Hawaii and the 
Philippines came as a shock. The 
immediate effect was to eliminate 
all differences of opinion and to 


unite the nation solidly behind the | 


President and the government in a 
concentrated effort for a victorious 
struggle against the coalition for 
world conquest. 

Business men, along with workers 
and every other group in America, 
are putting the needs and objectives 
of the nation ahead of any selfish 
interest. Concentration on war 
needs will take even greater pre- 
cedence over individual demands, 
so that the shortages of critical ma- 
terials which have handicapped 
production for civilian use will be 
more seriously emphasized. More 
effective controls affecting materials 
and prices may be expected to come 
about as a matter of course. 

Advertising will play a great part 
in the war effort—in stimulating 
enlistments, in getting greater dis- 
tribution of war bonds and savings 
stamps and in building and main- 
taining civilian morale. In addition, 
it will be needed to keep consumers 
advised of the commodities which 
are available, of substitutions which 
will be made by the ingenuity of 
management to offset shortages, of 


Building Hemisphere Solidarity 


The work which has been done in 
recent months to develop active 
promotion of the mutual interests 
of the United States and Latin 
America is going to pay big divi- 
dends now that complete solidarity 
of this part of the world is so neces- 
sary to successful defense. The 
plans that have been made and are 
being made to maintain close and 
effective contact between North and 
South America will be of tremen- 
dous value from the standpoint of 
national and hemisphere unification. 

The development of short wave 
broadcasting on a network basis 
through Central and South Amer- 
ica will shortly culminate in reg- 
ular programs sent in their native 
languages to all parts of Latin 
America. Many of these programs 
will be sponsored by manufacturers 
whose interests in that part of the 
western world justify their identi- 
fication with good neighbor activi- 
ties. 
is being promoted, with additional 


sets supplied through fhe assistance | gether will be strengthened by the 


of government subsidy, where this 
is necessary. 
The work of publishers in this 


Radio listening in those areas | 


| 
| 


service information to keep old | 
products operating to best advan- 
tage, and at the same time to main- 
tain brand acceptance and company 
| good-will in a time of national 
stress. 

Because the national emergency 
| demands that all interests make | 
their objective the one primary goal | 
of winning the war, advertising, the 
great vehicle for rapid mass com- 
munication, will play a major role | 
in the days ahead. Management| 
will find many and varied uses for | 
advertising in enabling rapid adjust- | 
ments to war conditions to be made | 
by consumers in every field. It) 
should be regarded primarily as a 
public information service, through 
which business will explain the part | 
which every company and every | 
worker is playing in the battle to| 
keep the Star Spangled Banner fly-| 
ing overhead. 

Because we have been thinking 
|in terms of the participation of the 
United States in the world struggle, 
and have been preparing for it for 
a long time, the period of readjust- 
ment to the new situation will be 
short. Business will settle down to 
the hard job ahead with concentra- 
tion and determination, and adver- 
tising will be called on to perform 
its primary role of keeping the pub- 
lic informed of everything it should 
know about what industry is doing 
for the national welfare. 


country is playing an important 
part in making the United States 
|familiar to every Latin American 
group. Business papers, magazines 
,and other periodicals have been ex- 
| panding their services to the coun- 
tries to the South, and the great 
|increase in circulations of media 
supplying Pan-American informa- 
tion to the Latin countries has 
demonstrated how welcome these 
additional facilities have been. 

Advertising agencies with offices 
in South America will no doubt 
make sure that their facilities are 
|}expanded to the full extent neces- 
sary to enable them to take care of 
our increasing commercial interests | 
in Latin America. Exporters who | 
are able to supply the needs of | 
| our friends and neighbors to the 
South will continue to build good 
|} will and make new friends through 
| the essential services which they | 
| provide. 

This is a war for the Americas— | 
| and all the ties that bind them to- 


| work which has been so carefully 
|planned and carried out in recent 
months. 


DUAL-PURPOSE PACKAGING IN MEN'S WEAR 
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The following documents may »e« 
secured without charge from cor - 
panies sponsoring them, or throu} 
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No. 1920. Outdoor Field Surve; 


Going back to 1938, Outdoor L. fe 
and Field & Stream reveal how at 
that time they ranked favorably 
with advertisers, sporting goods 
dealers and sportsmen. They tien 
stride through the hectic interven- 
ing news events to the present 
when, the folder notes, a survey 
shows that the two publications 
continue in the same relative posi- 
tion. 


| No. 1906. Industrial 
News Data Sheets. 


Two new data sheets have been 
issued by Industrial Equipment 
News, one of which shows coverage 
and readership of the publication 
throughout a typical large indus- 
trial plant. The other discusses in- 
dustrial copy and offers an idea for 
institutional and prestige advertis- 
| ing which retains many of the bene- 
fits of product advertising. 


| No. 1909. Toledo Market Data. 


“Do you think | could use it for backgammon, too?" | The Toledo Blade has issued this 
| file folder of sturdy board, designed 


° P | to hold a continuing record of mar- 
| ket data which will be issued from 
Ad-libbing 


Equipment 


Men's Apparel Reporter. 


time to time. The current release 
is a large, easy-to-read map of met- 


The Cycle Returns average of 950 colonies of more|Topolitan Toledo and its ire 
Drastic curtailments in auto-| than 35 different kinds of germs, trading area, with market facts 
mobile production has not yet|™0lds and microbic life. The 50 ne i See See, See 8 


summary of the data and explana- 


‘ an » hack | men and women who wore straw 
brought the horse and buggy back ’| tory notes. 


to city streets, but there seems little | felt, ye’ oo peng gp of head- 
doubt that they will do much to in- | po por asi ~g haan a No. 1897. 
pee _ — * meyers. As ae and far fewer pathogenic Gits Molding Corporation has 
matter of fact, Shelby Cycle Com-|¢i'and other varieties of mic-|issued this catalog, which illus- 
pany is all set to provide transpor- | ar : : eae 
tation for defense workers. as you|TObic life. The tests showed germs | ‘ates and describes a variety of 
ation for defense workers, as you! 4 olds of carbuncles. acne, |Plastic novelties, gifts and special- 
may gather from the reproduction seuales, vinewereh ae wo: Mica ties. 


tions, eczemas, strepto-coccus (sic) No. 1868. Letters to a Lady 


BICYCLES MOVE MAN-POWER | diseases, impetigo - contagioso and| 


Gits Plastic Products. 


ea ea EE fl | F pee other infections to be present on| This catchy title refers to the 
. Be® | the heads of the hatless partici-|@aily mail received by the popular 
Yas eee ot See » pants.” lady who runs the Modern Home 

¥ ‘ iar” | Any copywriter with half a type- | Forum on Radio Station WOWO. 


| writer can build the niftiest set of | The folder outlines the weekly 


sees scare ads you ever saw out of raw schedule of the program, tells about 


Peay ; aad .. |listeners’ interest in it, and gives 
and Help Conserve Vital Resources | terial like that. What's more, thiol 
he probably will. examples of a couple of advertising 
pa pan a pene successes. A mail response map 
distance” af their plants ond offices 7 2 c | shows the sco of the Forum's 
ei nt Maks we «tenho ne ‘Cigars and Storks eadiiienaie pe 
- - te Well, well; you never can tell : 
Z eitetentien = ™ | how one thing will affect another.|No. 1859. WHBF and the _ Tri- 
— ——somme © “=, | The Cigar Institute of America says Cities. 


ie "ie ae | that the rising trend in cigar con-| 
. ‘| sumption can be traced in 


Radio Station WHBF has issued 


re sam rome me “on ervnnanen a sents | measure to a bird which has never 
Practical, Economical, Low-steel, No-fwel Transportation been known to indulge in tobacco 


a | of any type—the stork. 
4 PT ad ; pe Assuming, somewhat naively we 
‘ fear, that every delivery by the 
stork automatically entails the con- 
sumption of a box of cigars, the In- 


of ae eta een "' “— stitute says that the gain of a mil-| 
ae we Ss ee ee | lion in the population during 1941} 
copy urges sporting goods, hard- 


“means a million or more extra 
boxes of cigars opened up in cele- 
bration.” 

Your Ad-libber is informed that 
this total doesn’t take into account 
the 13 cigars smoked by» child prodi- 
gies under the age of 4. 


ware stores and other retail bicycle | 
outlets to push bicycles as “practi- 
cal, economical, low-steel, no-fuel 
transportation,” and asserts that| 
thousands of defense workers in| 
most communities live within easy 
bicycling distance of their plants 
and offices. Howard Swink Adver- , 
tising Agency, Marion, O., is direct- Jottings 
ing the campaign. | If you’re interested in patents, 
you will find the 54-page booklet, 
|“*Patent Background for Engineers,” 
Heaven help us if a new scientific just put into distribution by Allis- 
health approach isn’t brewing in Chalmers Manufacturing Company, 
the advertising world. This time it Milwaukee, about as interesting and 
isn’t food, or drugs, or foundation | USeful a volume as has ever been 
garments, or furniture. . . it’s hats. published. . . 
Yes, hats! The Cooperator, published by the 
The tip-off is a highly significant| Eastern Cooperative Wholesale of 
release from the Institute for Scien- | Brooklyn, says co-op retail prices 
tific Research, which informs us| Went up 13 per cent in November 
breathlessly that hatless men and| Compared with November a year 


women gather five times more bac-| 480. “That,” says the editor, “ap- 


New Disease Aborning 


| teria than those wearing hats. Lend| pears to be a little less than the 


your ear to this: “The scalps of the | average retail food store increases 
50 persons who were without mil-|in the area around New 
linery, hats or caps, produced an| City.” .. 


| merchandise 


large | this folder, which contains a map 


of the station’s coverage, with a 
tabulation of vital statistics for the 
primary area and for the Daven- 
port-Rock Island-Moline metropoli- 
tan district. 


No. 1903. Country Gentleman’s 
1941 Book of Facts. 

This new book, issued by Country 
Gentleman, reviews the _ publica- 
tion’s documentary film, “Seed,” 
showing facts in action, and con- 
tains a reference section show ng 
where the farmer spends his money, 
how much he spends for advertised 
and his status as 4 
prospect for advertised brands. A 
circulation section of the book pro- 
vides the latest count of Country 
Gentleman circulation with oter 
data from the 1940 census, arranged 
in alphabetical order by states and 
by counties. 


York 


No. 1853. Cross Country Inventory. 

Since publication of its Cortland 
| County, N. Y., study some time a 
Farm Journal and Farmer’s W ‘e 
|has issued a number of other bo: 
|containing material from the en' 
icountry. These include a Cross 
Country Inventory — General Da 
Food Products; Automotive; Bay 
|Products; Household Goods; 4 
| Cosmetics-Drugs. The studies sh 
farm family ownership and pwu'- 
| chases in these classifications. 


ta. 
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NOW 2,600,000 
CIRCULATION 
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Each Month fo 
Months Farm Jou 
New Rural 


With more than 
is by far the lar 
seventh largest 
only by Ladi 
Companion, 
and Collier’s) 


Consecutive 
11 Has Set 
Records 


00,000 net paid, Farm Journal 
st rural publication in America — 
all national magazines (exceeded 
Home Journal, Woman’s Home 
turday Evening Post, Life, McCall’s, 


ement is the direct result of extraordi- 
nary reader interest... proof positive that rural Amer- 
ica wants the current facts, the practical information, 
the more useful reporting which Farm Journal’s unique 
four-day-writer-to-reader service makes possible. 

Farm Journal is one of America’s most powerful 
advertising forces. It is your most direct, most effective, 
most economical entry into 1942’s FIFTEEN BILLION 
DOLLAR farm market. 


GRAHAM PATTERSON, Publisher 
Washington Square, Philadelphia 


ERICA’S GREATEST RURAL FORCE 
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Radio Advertisers 
Jump at Chance 
to Air War News 


Commercials Canceled 
as Broadcasters, Net- 
works Vary Schedules 


New York, Dec. 10.—The whole- 
sale interruption of commercial 
radio schedules that followed the 
outbreak of hostilities with Japan 
on Sunday began to give way early 
this week to a prescribed pattern 
of news broadcasts as neiworks and 
advertisers rapidly adjusted them- 
selves to wartime conditions. 

Instead of bemoaning the loss of 
time, many radio advertisers were 
voluntarily canceling 


| 


time might be devoted to the dis- | 
semination of news. The general | 
feeling among sponsors is that the | 
sharpening of the public’s appetite | 
for news has boosted radio listener- | 
ship and increased its value as al 
commercial medium. 

Renewals of several network pro- | 
grams since the outbreak of war 
were offered as proof that advertis- 
ers will continue their schedules. | 
An even greater demand for radio 
time was predicted by William C. 
Gittinger, CBS vice-president in| 
charge of sales. 


Bristol Explains Stand 


Perhaps indicative of the think- 
ing of radio advertisers, in looking 
at the future, was the opinion ex- | 
pressed by Lee H. Bristol, vice- | 
president, Bristol-Myers Company, 
in a letter to NBC. Mr. Bristol | 
qualified his statement that Bristol- 
Myers has “every intention” of con- 
tinuing radio advertising by point- 
ing out that two things might occur 
to make it an “uneconomic invest- | 
ment.” The first would be the de- | 
mand for time from the government 
to promote the American Red Cross, | 
the sale of Treasury bonds and 
“many other appeals” encroaching 
“too heavily on the available time | 
of our programs” and the second | 
would be the cutting off of supplies, | 
involving a curtailment of producis | 
and availability for sale, by the | 
OPM through priorities or alloca- 
tions. 

Since the outbreak of the war, 
many advertisers have received ap- 
peals from the Defense Savings | 
Staff and the American Red Cross 
to devote time on their programs to 
ask public cooperation. Some ad- 
vertisers, who have been setting 
aside time on their program for this 
purpose, have added more time 
since the war began. 

NBC has settled down to a steady 
pattern with regard to commercial 
programs, taking the first minute of 
every 15-minute program, the first 
two minutes of every half hour, and 
the first two minutes of each half 
hour of a full hour program, for 
news bulletins. In explaining why 


SLET US TAKE THE 
Ata OUT saci 
MARKET RESE iIRCH 


We'll handle all 

the tabulating 
\ for you and as- 
sure you of 
prompt service, 
accuracy and 
economy. .. . 
For years, 
shrewd agen- 
cies, publishers 
and market analysts have been 
using our complete facilities and 
long experience. They'll tell you 
how easy we have made market 
research for them. 


Write today for complete details in 
our FREE booklet, “Economy in 
Market Research.” 


RECORDING & STATISTICAL CORP. 


102 Maiden Lane, New York, N. Y. 
BOSTON CHICAGO DETROIT 
MONTREAL TORONTO 


commercials | 
on news programs so that the entire | 


| NBC is giving no rebate for the time 


involved, unless an entire program 
is canceled, a company spokesman 
gave three reasons for considering 
the bulletins a protection for adver- 
tisers. First, many listeners wants 
news so badly, it is pointed out, that 
they will turn off a program that 
does not give them some informa- 
tion on the course of events; sec- 
ondly, the news is the “best theme 
song,” after which the listener will 
relax and listen to the program 
and thirdly, the regular schedule 
makes it unnecessary to break into 


the body of the program except for | 


news of the greatest importance. 
Realizing the great hunger for 
news, Quaker Oats Company, which 
sponsors “That Brewster Boy” on 51 
stations of the Red network from 


donate the entire half hour to news. 
The offer was rejected only because 
pick-ups of foreign news had been 
aired in a_ preceding broadcast. 
Among NBC sponsors of news pro- 
grams who canceled commercials, 
totaling approximately four min- 
utes, was Miles Laboratories, Inc., 
which airs John W. Vandercook in 
“World News Today” from 7:15 to 
7:30 p. m. daily on the Red network 
for Alka Seltzer. 

Bendix Aviation Corporation, 
sponsor of the “Treasury Hour” on 
the Blue network Tuesday night, 
donated 15 minutes of the program 
to news, while Time, Inc., has 
written the continuity for this 
week’s “March of Time” program 
on the Blue web so that from two 


to 15 minutes of the time can be 


given over to news. 

Unlike the other two networks, 
CBS has thus far formulated no 
regular schedule of special news 
broadcasts, interrupting all pro- 
grams with news as it breaks. Com- 
mercial programs entirely canceled 
at CBS on Sunday were the half- 
hour show starring Helen Hayes 
sponsored by Thomas J. Lipton, 


Inc., and “Crime Doctor” sponsored | 
The re- 
of the Lipton program | 


by Philip Morris & Co. 
broadcast 
was also canceled. 

Go by Board 


Commercials on CBS news pro- 
grams were dispensed with by Gen- 
eral Foods Corporation which pre- 


'sents William Shirer from 5:45 to 6 


p. m. Sunday and Colgate-Palm- 
olive-Peet Company which airs 
Elmer Davis in a five-minute pro- 
gram every night of the week ex- 
cept Monday. This policy will by 
continued indefinitely by Colgate. 
The CBS broadcast of the Pres; 
dent’s address to Congress Monda) 
and the session at which war wa 
declared resulted in the complet, 
cancelation of seven 15-minut 
programs sponsored by Lever Br; 
Company, Kolynos Company, Ar 
|cin Company, Procter & Gam)! 
Company, Ironized Yeast C: 
|pany and Campbell Soup C 
pany, while two half-hour p 
| grams, “Vox Pop” and “Blond 
j}aired Monday night by Eme: 
| Drug Company and R. J. Reyn 


A Pen and Pencil Study 


of Eversharp’s “Take It Or Leave It” 


in its second year on CBS 


= gentlemen were worried about selling an $8.75 Eversharp pen and pencil 


set in a market where you can buy a pen for 29 cents and a pencil for a dime. 


But not any more! 


...not since they put the entire Eversharp appropriation into radio about two years 


ago. went on the air over CBS with “Take It Or Leave It”. 


...not since their sales jumped more than 100 per cent in less than a year. 


... not since they found out that radio could sell pens and pencils all year around— 


on St. Swithin’s Day as well as at Commencement and Christmas. 
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Tobacco Company respectively, 
were also canceled. 

Mutual is airing one-minute war 
bulletins preceding commercial pro- 
grams on the hour from Washing- 
ton, D. C., and on the half-hour 
from Los Angeles. Among those 
sponsors affected by the scrapping 
of commercial schedules was Coca- 
Cola Company which shifted “Spot- 


light Bands” from 10:15 to 10.30) 


p. m. Tuesday night when the Presi- 
deat’s speech was aired. 

The one minute usually used for 
a commercial was devoted to one 


m nute of silence in tribute to the | 
Americans who lost their lives at! 
irl Harbor by Barbasol Com- | 


P 
pany, Which sponsors Gabriel 
Heatter on MBS Sunday at 8:45 
p. m. 


War-time Outlook 
for Printing Ink 


| 


Washington, D. C., Dec. 9.—Com- 
pared with the situation which pre- 
vailed at the outset of World War I, 
conditions in the printing ink in- 
dustry are encouraging, according 
|'to a Department of Commerce sur- 
|vey which revealed that domestic 
output now comprises 90 per cent 
of the need. In 1914, the industry 
imported 95 per cent of its pigment 
colors from Europe. 

Black ink for newsprint is made 
from domestic ingredients of which 
there is an abundant supply. Tung 


Industry Favorable 


| oil, an important element in many 


newer formulas, still must be im- 
ported from China, but the Amer- 
ican tung industry is growing rap- 
idly. 

The only unfavorable part of the 
picture concerns metals used in 
making ink colors. These metals 


have been under priorities for some | 


time. Despite this single drawback, 
the department urges American 
printing ink manufacturers to de- 
velop the South American market 
now. 


To Aitkin-Kynett 

Pennsylvania Rubber Company, 
Jeannette, Pa., has named Aitkin- 
Kynett Company, Philadelphia, to 
direct its advertising. 


Three Schenley Accounts 


Distillers Corporation to handle 
| the following accounts: Dubonnet, 


Go to Weintraub 


William H. Weintraub Company | 
has been appointed by Schenley| 


Cresta Blanca wines and Schenley’s 
three gins. 

Dubonnet, formerly imported, is 
now being bottled in this country. 
The wines are the output of the 
winery in Livermore, Cal., recently | 
purchased by Schenley. 


Baltimore Holds Party | 

The annual Christmas party for | 
under-privileged children, which 
has been staged for the past 20 
years by the Advertising Club of | 
Baltimore, will be held Sunday, 
| Dec. 21, at the Hippodrome Theater. 


No wonder President Martin L. Straus of the Eversharp Company wrote to CBS: 


“Radio has raised sales to new peaks all over the country. Radio alone has enabled 


us to reach housewives and college students: factory workers and business men; 


farmers and city folk —for practically everybody listens?’ 


For more than a year, Eversharp has been writing the script of this brilliant 


success story on CBS. It’s a script long familiar to people who sell cars or sterling 


Buy Delense 
Bonds’; Message 
of U.S. Steel Ad 


Pittsburgh, Pa., Dec. 10.—Rele- 
gating the traditional buying spirit 
at Christmas time to the back- 
ground, the United States Steel 
Corporation has turned its latest 
consumer advertising into the more 
important channel of national de- 
fense, through support of defense 
bonds. 

United States Steel in this in- 
stance is promoting the purchase of 

. S. defense bonds as a long-range 
savings plan which will not only 
permit consumers to assist the gov- 
ernment in the immediate emer- 
gency but also encourage them to 
lay up a “nest egg” for that future 
time when they will again be able 
to buy without shortages and re- 
strictions. 

Although the theme of its current 
full-page ad is concentrated around 
the eventual purchase of new 
kitchen equipment, the bottom 
panel brings in other useful gifts 
made from steel, including steel 
casement windows, steel area walls 
and enameled steel sinks. 

As explained by Charles R. Mof- 
fatt, director of advertising, the 
primary purpose of the ad is to 
encourage the purchase of defense 
bonds during the temporary period 
when consumer goods of steel or 
steel fabrication are drastically cur- 
tailed as a result of the exigencies 
of the national defense program. 
The company’s over-all hope, how- 
ever, is that the money so invested 
will, at a later date, be used by 
the civilian public to satisfy the 
desire for new things which, for the 
time being, must be suppressed as 
a personal sacrifice to defense 
needs. , 

The current ad, which broke in 
the Nov. 29 issue of The Saturday 
Evening Post, also appears in the 
Dec. 1 issue of Time and December 


silver. It’s a script for people who make mattresses or refrigerators or cameras. In 
fact. it’s for all manufacturers whose products cost a lot... last a long time. Radio 
can sell them just as successfully as it sells “quick turnover” items—the soups and 
soaps. the cereals and cigarettes. Just 


as successfully and just as surely. 
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Madison Avenue, New York. 


THE COLUMBIA BROADCASTING SYSTEM 


issues of Better Homes and Gardens 
and Ladies’ Home Journal. Batten, 
Barton, Durstine & Osborn is the 
agency. 


Sets Cherry Week 

The National Cherry Week 
Executive Committee, Cleveland, 
has set 1942 National Cherry Week 
for Feb. 15-22, ending on Washing- 
ton’s birthday. This will be the 
eleventh observance of the week. 
Promotion will follow the line of 
previous years, and will consist 
principally of promotional material 
supplied to wholesale, retail and 
chain distributors. Climax of the 
observance will be a cherry pie 
baking contest for high school girls 
held on Feb, 23 at the Hotel Morri- 
son, Chicago, to which winners of 
state contests will be sent. 


Forms New Agency 


William Spitz Advertising has 
been formed by William Spitz in 
Syracuse, N. Y. Associated with 
Mr. Spitz are Lee Brown Coye, art 
director; Robert W. Loew, copy 
chief, and Rosemary Marioni, space 
buyer Offices of the agency are 
in the Empire bldg. 


We're Re-writing the Detroit 
Newspaper Story 


Average Net-Pald Weekday 


| CIRCULATION 
329,682 


Ask for the latest A.B.C. Reports giving 
| facts and figures about Detroit Circulations 


THE DETROIT 


Free Press 


Michigans Greatest Newspaper” 


Story, Brooks & Finley 
National Representatives 


ee | ee a 
a a —— ee 
= : 
ee 
> 
( 
A U 
J ed - 
/ ‘ + al 
/ | 
/ | - t 7 g 
tf . iy | 
j / 7 a f -} j { 
a. ye =8 nN | 
a ; > , \y ms iA . ' NS - mee | } 
| 7 } | ae 
ass +. 
| Pe 
a S FREE PRESS 
uw | 
4) 
x) 
fo! a as wats be ge TL Ber Bae Ff OPE. si i oe. ai ES: sr tg ues, chee ad 
et. ar Re ae eerie, eee Mine Sy OE bin ib Fae Se A. Tae pred pcre ee te SO ee ee 


oes 


alle 
~ 


16 


ADVERTISING AGE 


December 15, 194} 


Asks Physicians 
fo Support Federal 


Nutrition Program 


McNutt Urges Use of 
Whole Wheat Bread, 
Butter, lodized Salt 


Washington, D. C., Dec. 9.—Fed- 
eral Security Administrator Paul V. 
McNutt appealed to 90,000 physi- 
cians this week for active support 
of the nutrition program of the 


Office of Defense Health and Wel- 
fare Services. Accompanying the 
plea were government recommen- 
dations on enriched flour and bread, 
iodized salt and fortified oleomar- 
garine. 

Mr. McNutt, who is also director 
of the health and welfare agency, 
urged the doctors to do everything | 
they can to improve the quality of | 
the American diet, saying that “nu- 
tritious food may well determine | 
the effectiveness of the national | 
defense.” He pointed out that the | 
recommendations of the committee 
on food and nutrition of the Na- 
tional Research Council have the 
endorsement of the council on foods 
and nutrition of the American 
Medical Association, and _ that 
“strong leadership in the campaign 


for improved nutrition must come | attend the use of iodized salt by 


from physicians.” 


| persons otherwise receiving an ade- 


The recommendation on flour and | quate supply of iodine.” 


bread calls for the addition of vita- | 
mins of the Vitamin B complex. 
The “enriched” flours and breads 
being sold throughout the country 
meet the government standards, 


with the result that such products | 


now contain vitamins approximat- 
ing those found in whole wheat. 


Salt Harmless 


The type of iodized salt which 
the government seeks to promote 
has been available for many years, 
but its use has declined of late. Mr. 
McNutt supplied one clue as to the 
reason for the reduced consumption 
when he wrote: “Conclusive evi- 


dence confirms that harm does not 


Fortified margarine is a more 
recent development, but new gov- 
ernment standards call for the addi- 
tion of Vitamin A. Mr. McNutt 
made it clear that he does not advo- 
cate use of oleo in preference to 
butter, nor “enriched” bread in 
place of whole wheat. “The com- 
mittee believes that use of whole 
wheat bread and of butter should 
be encouraged by vigorous educa- 
tional effort,” he said. 


Joins WBYN Sales Staff 


Chester B. Cahn has joined the 
sales staff of Station WBYN, Brook- 
lyn. 


THE LEAD-OFF 


WINS NATIONS HIGHEST AMARD' 
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CRITERION 
SERVICE 


NEW YORK 


CHICAGO e 


BOSTON 


A story is going around ... one of the old ones that gets revived at intervals 
— of the Chinaman who bought his first watch. He did not know that he had to 


wind it. The day after the purchase, he returned it to the store where he had 
bought it with the complaint, 


“It died last night.” 

Advertising is like that. It must be wound up regularly — and before it has 
a chance to die in the night. Once a month in magazines, once a week in news- 
papers or on the radio — that is scarcely enough to keep advertising from dying 
in the night. On products that are bought and used continuously, advertising 
must be continuous. 

Criterion Service offers the least expensive medium for continuous adver- 
tising. For ten cents per display per day, your advertising can be made to work 
constantly, without interruption. Forget for a moment that Criterion Displays are 
always placed right in the heart of naborhood shopping centers, right where 
the crowd passes, in the mood, and with the intention to buy. Forget that Cri- 
terion bridges the gap between the advertising seen, read, and heard in the 
home, and the retail stores. Forget that Criterion offers the last chance to remind 
people to go into the stores and buy advertised products. Forget that Criterion 
is the most flexible medium known, adaptable to spotty and sectional distribu- 
tion, and adjustable to the changing buying habits introduced by super-markets. 

Forget all this. Remember merely, that for ten cents per display, per day, 
you can do an effective advertising job CONTINUOUSLY! 


ALL 


This full-page newspaper prom.) on 
initiates the biggest campaign ye* un- 
dertaken on behalf of A & P's Echt 
O'Clock coffee. Smaller insertion: will 
be used weekly until next March 
special drive will start next month in 
magazines and farm papers. Par. & 
Peart handles the account. 


“Philadelphia Ledger’ 
Gets Operating Funds 


Trustees operating the Evening 
Public Ledger during reorganization 
proceedings last week received fed- 
eral court permission to borrow up 


to $45,000 to pay current ordinary 


expenses. This sum will be repaid 
from advertising funds due on 
Dec. 10. 

The court has appointed three 
| appraisers to make a complete in- 
| ventory of the assets of the Public 


Ledger, Inc., which publishes the 
Ledger, a step which is customary 
under the circumstances The 
| Ledger filed a petition for financial 
reorganization Nov. 7. 


Buys Texas Plant 


Western Newspaper Union, Dallas, 
has bought the equipment of Texas 


Sales Circular Company, Dallas, 
and has moved its offices to the 
Campbell bldg. The move was 


necessary to obtain additional! space 
to accommodate the two plant 


Names D. E. Chambers 

Donald E. Chambers, formerly 
New England advertising manager 
for Paramount Pictures, New York, 
has been named advertising and 
publicity manager of Western Mas- 
sachusetts Theaters, Springfield, 
Mass. 


Regains Thatcher Account 

The Thatcher Mfg. Company, E!I- 
mira, N. Y., milk bottle maker, has 
named Van Sant, Dugdale & Co., 
Baltimore, to direct its advertising. 
The agency had previously directed 
the Thatcher account from 1923 to 
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Never Underestimate the Power of 2 Woman | 
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Eastern Four A's 
Meeting Reflects 
Optimistic Note 


| 
Hobler Offers Six Point 
Program for War Per- 


iod 


New York, Dec. 9.—Advertising’s 
first convention during an air-raid 
alarm (it turned out to be a false 
alarm) occurred here today when | 
Eastern members of the American 
Association of Advertising Agen- 
cies gathered at the Waldorf-As- | 
toria Hotel to discuss the problems 
facing them in the trying days 
ahead. 

Despite the fact that the initial 
shock of actual hostilities had not 
yet worn off and it was still too 
early to evaluate the effect of the 
intensified crisis on copy and sched- 
ules, representatives of leading 
agencies expressed optimism and 
leaned to the belief that the pattern 
for the immediate future will not 
be changed materially from that of 
the past year. 


Hobler Presents Program 


The spirit of the meeting was re- 
flected in a six-point war platform 
for advertising presented by Ather- | 
ton W. Hobler, president of Benton 


& Bowles, who highlighted these 
points: 
“1. Take a_ positive attitude, 


and this implies that we must pay | 
heed to just criticism; so let’s put 
advertising on an even higher plane 
of ethical and social responsibility. 

“2. Utilize research more fully 
and make advertising ever more ef- 
ficient as an employment and pro- 
duction-building instrument. 

“3. Work to find markets for 

new and old products made of sub- 
stitute materials, to the end that 
industry will be even more alert to 
creating such materials and prod- 
ucts. 
Use advertising judiciously 
and competitively to stimulate mass 
production and lower per unit costs 
to the consumer, and thus help 
keep prices at reasonable levels. 

“5. Keep product franchises 
alive, even though the products are 
not immediately available in the 
emergency period, so that we will 
be able to move more goods with 
the least possible difficulty when 
faced with surplus production ca- 
pacity in the post-war period. 

“6. Make available to our gov- 
ernment the knowledge and tech- 
niques of our industry so that ad- 
vertising can most effectively be 
used to sell government bonds; to 
secure enlistments in the armed 
services; to support the national 


| 


FIRST 
IN ST. LOUIS 


In national spot and 


| income 


nutrition program and help improve 
the health of our people; and to 
make possible advertising media 
that provide pleasure and recrea- 
tion and help keep up the morale 
of our people.” 


Magnitude Unrealized 


Mr. Hobler observed that “‘few of 
us yet fully realize the magnitude 
of the task before us, the additional 
sacrifices we may be called upon to 
make, or the increasing disruptions 
which may occur in the normal flow 
of consumer merchandise that has 
helped raise our standard of living.” 

Beyond the primary needs of war, 
he stressed the importance of food, 
clothing and other essentials for the 
home front, together with “growing 
to help spread out and 
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finance the cost of war.” 

Henry M. Stevens, vice-president, 
J. Walter Thompson Company, who 
also addressed the meeting, laid 
stress on the fact that “two-thirds 
of national advertising is done by 
industries at present not directly 
affected by priorities and alloca- 
tions. By directing purchasers to 
the products of these industries, ad- 
vertising can be a force in retard- 
ing inflation and in helping defense 
by maintaining the high level of 
productivity and income necessary 
to finance defense expenditures.” 

In referring to the differences be- 
tween advertising in wartime Great 
Britain and the United States, Mr. 
Stevens said that in England prac- 
tically every consumer product de- 
pends in large degree upon im- 


ported materials, while “America, 
in contrast, is largely  self-suf- 
ficient.” 


WCLE Asks 50,000 


United Broadcasting Company, 
Cleveland, has filed an application 
with the Federal Communications 
Commission, asking permission to 
increase the power of Station WCLE 
to 50,000 watts, to change the fre- 
quency from 610 kilocycles to 640, 
and to operate full time. WCLE 
is a Mutual outlet. 


Close Adds Two 


George D. Close, Inc., newspaper 
representative, has been named to 
represent the News, San Jose, Cal., 
on the Pacific Coast and the Inde- 
pendent, Corona, Cal., nationally. 


December 15, 


Park & Tilford 


Boosts Schedules 


Park & Tilford Import Corpor 
tion, New York, has increased fp, 


cember advertising schedules for 
domestic whiskies 115 per cent o 
the same month last year. (CC, 
will appear in a list of 125 ne 
papers throughout the country, 

magazine insertions are sched) 
for Esquire, Life, The New Yo» 
and Time. Charles M. Storm C 
pany, New York, is the agenc 


Joins West-Marquis 


John LoBuono, formerly wit 
win, Wasey & Co., Los Angeles 
previously advertising manag: 
Transcontinental and Western 
has joined West-Marquis, Lo 
geles agency, as account exe: 


~ 


local commercial 
,juarter hour volume. 


ST. LOUIS 


KWK 


Mutual Broadcasting System 
Represented by Raymer 
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Maintain Schedules 
in 42 If Possible, 
Wilson Advises 


New York, Dec. 9.—Asserting it 
lifficult “to maintain the morale 
a people by patriotism alone,” 
erroll L. Wilson, director, Bureau 
‘ Foreign and Domestic Commerce, 
terday expressed the hope that 
,anufacturers who can turn out 


year 
ivertising activities. He offered 
s comment during a discussion of 
‘hat business may expect during 


1942 at the opening of a three-day 
sales meeting conducted by The 
American Weekly. 

Mr. Wilson advised business to 
concentrate its merchandising in 
centers where population and in- 
comes are increasing as a result of 
defense production. “Such selling 
should be encouraged,” he said. “We 
need as big a flow of non-defense 
products as can be produced with- 
out hampering the defense effort. 
The market for such goods will 
be largely in the lower income 
brackets. More families in these 


| brackets will enjoy a net increase 
sumer goods during the coming | 
will permit no letup in their | 


in income, even after such direct 
and indirect taxes as may fall on 
them. 

“To date their incomes have risen 
faster than prices. They demand 


many things of which they have 
been deprived. So, compared with 
recent experience, there exist more 
incomes, more margin for pur- 
chases, and a keener demand in the 
lower-income class than in the 
middle-income group.” 

Mr. Wilson emphasized that the 
price business will have to pay dur- 
ing the coming year “is the devotion 
of more and more time, energy and 
money to the basic task of protect- 
ing our existence.” 

The editorial policy of The 
American Weekly will not be altered 
as a result of the war, Abraham 
Merritt, editor of the magazine, told 
the conference. “We will stand 
ready and eager to print any fea- 
ture that will directly or indirectly 
aid our country,” he said. “Edi- 


torially, we will go on just as we 
have been going to provide a 
weekly retreat for readers into 
which the voice of war will not 
penetrate. In brief, we will furnish 
an escape—but not an escape from 
reality.” 

Mortimer Berkowitz, 
manager, The American Weekly, 
presided over all sessions. Guests 
at the luncheon addressed by Mr. | 
Wilson included Joseph V. Connelly, 
president, King Features Syndicate 
and International News Service; 
Richard E. Berlin, president, Hearst 
Magazines Corporation; J. D. Gor- 
takowsky, general manager, Hearst 
Newspapers, and T. J. White, gen- 
eral manager, New York Journal- 
American and Chicago Herald - 
American. 


general 


“American farmers have amply demonstrated their ability 
to solve problems of production . 
and for the immediate future is one of demand rather 


.. The problem today 


than supply. This demand is both domestic and foreign. 

“Every sign points to increasing domestic consumption 
of farm products at remunerative prices —the rapidly 
expanding rate of employment, the rise in wages, the 


upward trend of the standard 
industrial demand.”’ 


—— 


These are boom times ... They 


of living, and the growing 


But many men—the best heads in business today—men 
in key positions of industry and our national economy — 
do know one thing: 


an a va at er 


They know that the income of the people of agriculture 


today will buy more goods than in the best years of the 


are also World War times. 


Already production, employment and wages have topped 


booming "Twenties. 


And what is more important, they know that after this 


war, and for years to come, these people of agriculture 
will comprise the soundest, most responsive, and most 
profitable market in America. 


Hence it is particularly fortunate that today Country 


i. 


| 


AN EXPLANATION 
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, Things Worth Defending! 


thm tree terme eam rmme my late the oe 


Just one week before Japan invaded 
U. S. Pacific possessions, Glenn L. Mar- 
tin-Nebraska Co. took this full-page 
newspaper space in Omaha to announce 
opening of the giant new Fort Crook 
plant built by the U. S. army and oper- 
ated by Martin to produce hundreds of 
bombers. The Nebraska Power Co. and 
railroads used similar space to welcome 
the new aircraft plant. 


Mutual Billings 
Set Two All-Time 
Highs in Month 


New York, Dec. 9 Mutual 
Broadcasting System broke two of 


- 


its all-time records in November 
when monthly and cumulative 11- 
months billings were the highest 


since the network was organized in 
1934, according to figures revealed 
this week. 

November billings reached $958,- 
935, representing an increase of 52.8 


per cent over the same month in 
1940, when billings were $627,562. 
Without political revenue, Novem- 
ber 1940 billings were $516,338, 
boosting the increase to 85.7 per 
cent. 

Topping the similar period in 


1940 by 58.1 per cent, the 11-month 
cumulative figure was $6,352,457. 
Billings for 11 months in 1940 were 
$4,767,054. The increase jumps to 
62.6 per cent if 1940 political reve- 
nue deducted, making the 1l- 
month total $3,905,965 


Council O. K.’s Labels 


National Consumer-Retailer 
Council, New York, has approved 
the informative labels used by Pa- 
cific Mills, New York, on its muslin 
sheets. These Pacific Facbook labels 
will bear the legend, “This is the 
type of label suggested by the Na- 
tional Consumer-Retailer Council.” 


NEW HAVEN 
is Frat / 


Is 


the 1929 peak... And already it is clear that the cost of 
this war to America will be from two to four times the 
cost of the first World War. 


In short, we are in the midst of the swiftest, the most 
extraordinary, the most unpredictable spiral in American 
history, and where it will end no man yet knows. 


Gentleman offers manufacturers 
an effective and economical 
means of reaching the better-off 
families of agriculture. 


rae) 
GKEF 


This is one of a series of advertisements featuring statements by leading econo- 
mists, agriculturists and business authorities on America’s most important market. 
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NATION 
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The father of America’s great highways 
was Eli Whitney Blake of New Ha- 
_ ven who invented the first stone crush- 
| er in 1851, when in America there was 
| less than 20 miles of hard surfaced 
Good roads needed crushed 
| Sone foundation and crushing it by 
| hand was slow and expensive. Blake's 
| invention started a network of rail- 
roads to be built and the first experi- 
ments in reinforced concrete. 


Che New Gaven Register 


FIRST in Connecticut in Circulation 
ree a et ST MIMS SR) 
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in the progress of the art, will be 
the highlight of the annual conven- 
tion of the American Marketing | 
Association here at the Hotel Com- | 
|'modore Dec. 27-30. 


Harvard Study to 
- o 
Be Highlight of The first public resume of the re- | 
/port will be given at the ee | 
ni sessi / the eco- | 
AMA Annual Meet inte’ ciscccsine Sens: 


| Ralph Starr Butler, vice - president 
|in charge of merchandising for 


Monumental Survey Will General Foods Corporation, will 


Be Unveiled by Neil | preside. The summary findings of 
the study will be presented by Neil 

Borden Borden of Harvard University, who 
| directed the huge research project. 
New York, Dec. 11.—The unveil-| Preliminary forecasts of the study 
ing of the long-awaited Harvard | were reported in ADVERTISING AGE, 
study of the economics of adver-| Dec. 8. Others who will speak on 
tising, expected to be a monument! the panel include Corwin D. Ed- 


wards, of the Department of Justice, 
| who will discuss the “Basic Policy 


of the Department of Justice To- 
ward Advertising’; George B. 
Hotchkiss, New York University, 
who will comment on the Harvard 
study; Edward H. Gardner, market- 
ing consultant; and two discussion 
leaders, C. H. Sandage, Miami Uni- 
versity, and Willard E. Atkins, New 
York University. 


Other Meetings Planned 


Saturday’s sessions will include a 
morning meeting on “Food Markets 
Under the Defense Program,” with 
Gordon C. Corbaley, American In- 
stitute of Food Distribution, as 
chairman; and an afternoon session 
on the “Use of Census Material in 


Analyzing Marketing Problems” 
under the direction of Vergil D. 
Reed, of the Bureau of Census, as 
chairman. 

Sunday morning sessions will be 
confined to executive groups but the 
afternoon session will discuss “Con- 
sumer Preference Studies” under 
the direction of 
Lockly, of The Curtis Publishing 
Company. 

One of Monday morning’s sessions 
will be devoted to a “Discussion of 
Report on Income Classification” 
with L. D. H. Weld, director of re- 
search, McCann - Erickson, presid- 
ing. 

Two afternoon sessions will be 
held, one on “Industrial Markets 
under the Defense Program,” with 


HIS harried hogger high-balling on the high iron, hands 
out a heedful query. For he knows full well that holding 
up a hotshot can spell hopeless havoc. 


Advertisers, too, can profitably inquire along the way: 
‘‘Who’s boss around here?’’ Because in the midst of today’s 
complex business problems, America’s top executives are 
showing an ever-increasing concern with every plant operation. 
85°% of NEWSWEEK’s more than a quarter-million executives, 
for instance, recently stated that they directly participate in 
the purchase of supplies, machinery and equipment for 


business use. 


That is why 325 smart advertisers, recognizing a top market 
when they see one, are currently spending nearly $3,000,000 
a year in NEWSWEEK. They know that they’re on the main 
line when they’re reaching NEWSWEEK’s high-income audience 
of more than a half-million — 79% in business, industry and 


government. 


THE NEWSWEEKLY THAT CHANGED EXECUTIVE READING HABITS 


P.S. Newsweek's advance to 11th place 
in ad revenue among all general maga- 
zines—up from 24th in 1938—is another 
strong indication of Newsweek's ability 
to carry the freight fast—to the right places. 


Lawrence C.| 


John C. Spurr, McGraw-Hill Pub- 
lishing Company, as chairman; and 
one on “Readership of Advertising” 
with George Gallup, Young & Rubi- 
cam, presiding. President Howard 
T. Hovde of the association wil! 
preside at a dinner Monday eve 
ning, at which the featured speaker 
will be John Cover, Cleveland, oy, 
“The Scope of Business Research 

and Frank Coutant, Fact-Finder 
Associates, on “Research Develo; 

ments in Chapter Cities.” 


Winds Up Tuesday 


Two morning sessions will 
held Tuesday, with Reginald 
Chutter, Sharpe & Dohme, presid 
over a discussion of “The Latin 
American Market,” and Edwin «. 
Nourse, Brookings Institution, pre- 
siding over “Differential Pricing 
and the General Welfare.” Lunch- 
eon on Tuesday will be occupied by 
a panel discussion on “Post-War 
Planning for Marketing” of which 
Lewis L. Lorwin of the Nationa] 
Resources Planning Board will be 
chairman. One afternoon discus- 
sion is scheduled on “What Should 
a Young College Man Know About 
Marketing?” with R. S. Alexander, 
Columbia University, presiding. A 
business meeting will wind up the 
convention. : 


Novel ‘Reader's 
Digest’ Handbag 


Placed in Stores 


New York, Dec. 9.—A three-cor- 
nered merchandising tie-up was 
believed to be bearing fruit this 
week as Ritter & Ritter, Inc., ex- 
tended distribution of its handbag 
with a compartment holding a copy 
of the current Reader’s Digest to 
retail stores throughout the country. 
Approximately 100 outlets in 60 
cities are now carrying the bag, 
introduced two weeks ago, with 500 
more on the potential customer list. 

The handbag manufacturer and 
Reader’s Digest were brought to- 
gether by R. H. Macy & Co. 
which suggested the innovation and 
thereby acquired exclusive distri- 
bution in this city. Reader’s Digest 
supplies issues of the magazine free 
to department stores on advice from 
Ritter & Ritter as to how many bags 
each store has purchased. Some 
retail outlets which obtain copies 
of the Digest free under this 
arrangement also sell regular copies 
of the magazine, for which they pay 
19 cents. 

Promotion of the handbag is 
being carried on independently by 
the department stores. With the 
tie-up scheduled to continue indefi- 
nitely, Ritter & Ritter expects to 
bring out a new style every month. 
The bags are available in a variety 
of colors and materials and are sold 
by Macy at $2.98 and by most out- 
lets at $3.50. 


To Ivey & Ellington 

A. W. Spence, Jr., formerly with 
Lord & Thomas, New York, has 
joined the New York office of Ivey 
& Ellington. 


Leads all other 


BALTIMORE 
radio stations in 
NATIONAL SPOT 
ADVERTISING! 


Man 


A 


BALTIMORE 


INSTITUTION 


om 
MUTUAL Network 


z P 

: WHOS BOSS 
AROUND HERE 

d af R Oy (¢ Sea > sees 

: , 7c —_—z 
== 4 Cc a AS ; 

_, Wet Ki Sone  pa—«—- 

7“ Hi lar, Sad N\ q we —T = AE 

%" € 2 > x : —— ~  ceeanttl 

3 7 } Lape ay <>. i ‘(laa | 

- No OT OG. ; x CS | 

4 | pt a ; FT lS ua | 

res ne K of ‘yy 

= ; BE CAC ig . | 

"a - oD) EY Z 

—— oo 

i _ 

, es | ee 

= WFBR 


a tg 
ae 
Sh " a i 
Pc ge 


December 15, 1941 ADVERTISING AGE 


21 


THE JOURNAL-COURIER 


Sells New Haven 


IN A BIG WAY! 


,. 


n Journal-Courier Santa Claus Parade, Saturday Morning Nov. 29, 1941 


NEW HAVEN JOURNAL-COURIER BRINGS OUT 200,000 CROWD! 


e Is the New Haven newspaper that brings out crowds liketthis on 
h YOUR list? It is, if you refuse to be fooled by figures... but demand, 
instead, more tangible proof of a newspaper's pulling power. Any 
paper—in any city—of any size—that can bring out 200,000 people 
" at 9 a.m. on a weekday—for any event—rates a year-round “A” 


- schedule for any advertiser's money! 


, Reach the REAL BUYING POWER of NEW HAVEN ¢hrouch 


: THE NEW HAVEN 


JOURNAL-COURIER 


INEW HAVEN, CONNECTICUT 
National Representatives: JULIUS MATHEWS SPECIAL AGENCY—New York, Boston, Detroit, Chicago 


ad 


| | * 
LLL eR BG 
pr enn nn en Secindaiedicnaaieaineenioen Siecinenaginopuiaensianpasiennaelaeiaiomeennsioaaanaen TS —— = as 
——————— “ia 
wt 
at 
gsi 
; 
ee 
é «¥ , bad s eis" " “~~ , , > ¥ r : sd ! ind ee a 
‘A ya vy, e's s *.) oh. , ; o ‘ : ‘ 
= = es BA. ee. oo Py — ve =) i ae i cs 4 * i a hae, a q [ € | 
ok oe ee Hs RS St | 
Vis avi me ul Sete TP . jae hae a ES 
ont t- Mat v } iS Ab p ( d , : a oe ai % son ‘ 
4 ,** ; L bit Py oa _ ae IDA ae 
PoE OR ae Peo noth a ni Se Doy a Soe _ j , 
rab of ‘ k « , ie ‘ - ; . Cn <a 2 o v's a Jom . acd 4 ~~ ‘ — ; % i 
eee et ie ee Det Oa Iwas 2 * : 
.o * a é . —* — a? = rh a a o » Poe ps stir, “ P a . , . 6 ey ¥) 
: x, i we! oy A 7 ‘4 a 4 \ Bn & eis = at’ o As > a i leit 2. " ” ee 4 4 a ie Z 7 
Rye Tg “eho 5 etn TY Bes . Pus f ; ss ss. ape | 
to, Se ee Te IS. 7 ROO Se ge OR Se ; 
| =— oa Se ; sy “a , »— = a. via - : me . —_ a 
eee | Oh A 8 OK 
tet Re Pn a hag Hee 8 
| Ms ——; 2  ? 3 a a. / ate 
3 a oe ps i f . = a ba . ° wh a ’ ‘ 4 or a Pies. a ‘ " 
: ae serch ' ‘a ? ee ' ' 7 A Be ‘ g hs oid ig i .. . 
' a ot yy, _—- fae yi!) a ae a | 
3 —) 4 Zn a Ter e : : 
: i “a atk Nita, J 7 3 iad ileal a " a * al ~~ r é _— 7, pe ee — } ; "tt : 
t ‘a ' ba 
e ei 
E 
: | 
Ss 7 
is 3 
S 
Vy 
is 
zz | 
|i i 
a | 
rk Ceeen ee ee ee ee eee eee een ee eet anne eee ee eet eee a EE eee Se ae 
ze : ge C ay Ss re ie oe Sette. eas x : ae geet Fite ea alee se ee & , LF ee 7 - a Bed TES Prt ey. : 


22 


ADVERTISING AGE 


December 15, 1941 


Voice of the Advertiser 


This department is a reader’s forum. 


Dealer Displays 
Prove Popular 


To the Editor: Here is the story 


of the Minneapolis - Honeywell 
dealer displays which were dis- 
tributed during late summer and 


early fall of this year. 
Their primary purpose 


the automatic heating 
campaign which we have been con- 
ducting throughout the year in na- 
tional magazines and 
throughout the country. Designed 
as miniature billboards similar in 
theme to the rest of our advertis- 
ing, they had two postings, the first 
sheet interposed over the second. 
The displays were small enough 
to be carried in a car and were so 


was to| 
provide a point-of-sale tie-in with 
advertising | 


billboards | 


POSTERS ARE POPULAR 


HERE'S YOUR MH WINDOW DISPLAY 


constructed that their packing car-| 


ton could be made into a base plat- 
form. Consequently, it was a rela- 
tively simple matter for our sales 
force to distribute and install them 
during the summer. 

On Sept. 4, a letter was sent to 
the holders of the displays notify- 
ing them of the second posting (ty- 
ing in with the fall billboard cam- 
paign) and requesting them to 
extract the first sheet. The sales- 
men followed up to see that this 
was done. 

Reports have been so good that 
it was decided a third posting was 
in order and a second letter was 
sent out with the third sheet. By 
means of these posting changes we 
have been able to obtain maximum 
value and longevity of the displays 
and, to the best of our knowledge, 
a great majority of them still re- 
main in the windows. 

In addition to the displays, other 
dealer aids include miniature post- 
erettes, window banners and con- 
sumer folders. On the latter, space 
is provided for imprinting not 
only of the dealer’s name and ad- 
dress but of any cuts and copy he 
may want. No charge is made for 
any of the above, including the 
displays. 

R. H. WARMEE, 

Sales Promotion Manager, Min- 

neapolis - Honeywell Regulator 

Company, Minneapolis, Minn. 


v,vwey 
Congratulations 
To the Editors: Congratulations 


on reprinting Tunney’s anti-cigaret 
article in your Dec. 1 issue. I be- 
lieve there are a lot of elements in 
the advertising business that think 
articles of this kind should be soft- 
pedalled. 

I am glad you had the nerve to 
do it. 

HAROLD H. ROSENBERG, 
President, Industrial Publica- 
tions, Chicago. 
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Why Not Use Yule, 
Franklin Spier Asks 


To the Editor: Anent 
Opie Shelton, Allen 
Caroline Carter, on 
word Xmas, how about bringing 
back “Yule” in its place? Same 
number of letters, and guaranteed 
authentic. Early American writers 
(c. f. Washington Irving) used 
“Yule,” “Yuletide,” “Yule day” 
habitually to denote, respectively, 
the observance of the _ traditional 
ceremonies, the Christmas period, 
Christmas Day. 

The readoption of “Yule” would 
be all the more appropriate because 
of its origin in Norse mythology. 
Some of our current observances of 
the so-called Christmas spirit are 
more pagan than religious in char- 
acter. The word “Yule” is of course 
still used largely in England and 
Scotland. 

I’d go further than Mr. Shelton. 
Why not eliminate completely the 
whole concept of commercialization 
that has grown up around Christ- 
mas? The picture of a whole na- 
tion of manufacturers, jobbers, and 
retailers using a holy day as a sales- 
shot -in-the-arm on themselves, 
each other, and the dear public is 
not simply slightly nauseating; but 


letters of 
Glasser and 
misuse of the 


MINNEAPOLIS HONEYWELL REGULATOR COMPANY 


Small-sized panel posters for the Minne- | 


apolis-Honeywell Regulator Co., as 

shown in this instruction sheet, proved 

so popular that the company extended 

use of the displays first set up in deal- 

ers’ windows in late summer. Many are 
still in the windows. 


fatigue, nervousness, irritability 
verging on psychosis which afflicts 
most of us as the result of trying 
not to overlook Aunt Hattie and 
Uncle Elmer results in unhappiness 
and discord and defeats the purpose 
of the whole celebration, which is 
to promote brotherly feeling and 
goodwill. Furthermore I know of 
at least one business (book pub- 
lishing and bookselling) which 
would be a lot more pleasant and 
just as profitable if 40 per cent of 
the year’s business weren’t crowded 
into three or four weeks. As for 
the “But it makes work 


people who “need” work at Christ- 
mastime would be happier with 
year-round employment; and_ if 
there weren't so many letter-car- 


riers staggering around under tons | 


of greeting cards or people cutting 


out teddy bear’s ears probably they | 
would be raising onions or finishing 


shells, which just now is even more 
useful. 

Let’s take “Christmas” or “Yule” 
(but not “Xmas"!) out of the de- 
partment stores and put it back in 
the home, where it belongs. Or at 
least reserve it for the kiddies. The 
rest of us can go to church, or visit, 
or just sit home and consider our 
sins, including the sin of over-em- 
phasis. 

FRANKLIN SPIER, 

Franklin Spier and Aaron Suss- 

man, Inc., New York. 


,v, 
Holiday Greetings 
To the Editor: Let’s go whole 
hog. 


This is the season of the year for 
all Xians in Xendom to celebrate 
the birth of X. So, Merry Xmas. 

Harry J. WaAbe, JR., 
Wade Company, Los Angeles. 
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Urges Bond Coupon 
Insert in Publications 

To the Editor: I have known 
Harford Powel, director of informa- 
tion of the Defense Savings Staff 
of Mr. Morgenthau’s office, ever 
since he illuminated the “Harvard 
Lampoon,” and last week when he 
was in Boston to address the Adver- 
tising Club, I had the pleasure of 
inviting him as guest speaker on 
our “Voice of the Apothecary” radio 
program, which through the cooper- 
ation of Mutual, was carried to their 
entire network. 

At that time in discussing the 
millions of defense bond order slips 
his organization has already put 
into circulation, I raised the ques- 
tion as to whether this might not 
be doubled with small cost to the 
government, if publishers of maga- 
zines and mailed newspapers were 
to insert occasionally a bond pur- 
chase order coupon in their publi- 


Letters are welcome. 


for some- | 
body” argument, I am sure that the | 


cations as they went through the 
bindery. Fortunately, Mr. Powel 
offered to supply the coupons if we 
cared to test it, and I accepted sub- 
ject to an investigation of possible 
conflict with second class _ postal 
regulations which now restrict such 
inserts to subscription offers only. 

It so happened that since the Ad 
Club luncheon featured the govern- 
ment’s mail order bond 


business, | 


more as the demand warrants. 


forms. 


I have written request letters on | 


‘behalf of two of our magazines, and 


Acting Postmaster Patrick J. Con- | 


nolly of Boston was present. Since 
Mr. Connolly was regularly in 
charge of the Finance Division, he 
| was extremely interested in the 
| possibilities of such promotion and 
| so we sat down with Harford Powel 
|to discuss details. 

| Here are the net results. The 
| postmaster says such insertion may 


| 


insofar as the potentialities of such 
distribution are tremendous and 
further defense bond sales will tend 
to cut, or at least defer immediate 
taxes for all of us, I am sending you 
copies of my two letters, together 


with the reply received from the | 


postmaster, saying the request has 
been forwarded to Washington. 

I hope that you may give this 
suggestion some editorial support in 
order that we may thus get the 
largest number of publishers in 
other cities making similar requests 
for what would probably be the big- 
gest single coupon mailing in all 
history. 

Even our postmaster told Powel 
he thought the idea was “hot” and 


To 
expedite a ruling, the postmaster | 
| asked me to write him a letter ask- | 
ing permission to insert the order | 


positively on the statement in ou: 
latest envelope enclosure that 100 
tons of paper are used in plannin 
and building one of our large bat 
| tleships of the Massachusetts clas: 
Many widely variant estimate 
ranging from 15 to 150 tons hay 
been published in recent weeks {| 
newspapers, Sunday supplement 
magazines, trade papers, etc., b) 
they are all wrong and absolute 
unauthorized. 
| It has taken us considerable ti; 
to get this estimate from the high, 
|and most authoritative sources ; 
| we have been authorized to pub! 
it with only one provision, whic! 
that the estimate must be stated 
| unofficial. 


R. F. WALTER, 

| Sales Promotion Manage 
Chemical Paper Mfg. Compan 
Holyoke, Mass. 


| v . 


‘I trust you will start things going Egg Carton Premiums 


|not be made without a change in | 


'second class regulations. 


He be- | 


lieves that such a change could be | 


'easily secured if enough publishers 
cared to cooperate. 

| Mr. Powel has something over six 
million such order coupons on hand 


before the interest gets cold. 
LEAVITT C. PARSONS, 
Publisher, The Apothecary, 
Boston. 
v v v 
A Lot of Paper 
To the Editor: You will be inter- 


and will be pleased to run as many! ested to know that you can count 


To the Editor: After reading an 
advertisement in one of your recent 
issues of ADVERTISING AGE fror a 
company selling space on egg cir- 
ton covers, I thought that perhops 
you would be interested in seeiny a 
cover from one of our egg. cart 

Pasted on these cartons 
mimeographed notice reading ce 


IFRPONT is an advertiser. He has 

long relished the rich city markets 
of Albany, Schenectady, Troy, Utica, 
Poughkeepsie, 
Pittsfield, Burlington, and the prosperous 
towns and farms surrounding them. But 
they're so widely separated! How to reach 


Binghamton, 


them all? 


expense! 


Pierpont. “You can 


market of eastern and central New York 
and western New England with just one 


station,” he said, “WG.” 


“What's that?” shouted Pierpont, “50,000 
watts and a member of the Red Network 


Radio, Pierpont is convinced, is just the 
thing. But so many stations! And the 


One day a WGY representative called on 
the 


cover 


GENERAL @ ELECTRIC 


WGY 


50,000 WATTS 
SCHENECTADY, N. Y. 


Kingston, 


of NBC. -ata 


HOW Prerpont 


Discovered 
é ‘One-Way’ P 
Covera ge 


cost of only a few cents per 


thousand listeners! Why, it’s wonderful!” 


entire 


lems in 


lv. thank vou 


“We call it * 
explained the ° 
enthusiasm.) * 
the whole market at one shot.” 


one-way’ coverage,” calmly 
GY rep. (He’s used to such 
‘It's the one way to cover 


“When can we start?” cried Pierpont. 


Well, Pierpont did start using WGY's “‘one- 
way’ coverage 
WOY's 


solved. And his sales are doing very nice- 


. Now his advertising prob- 
wealthy market are 


Speaking of sales, want to help yours? Write to 
WGY for more information. Or ask at any NBC 
Spot Sales Office. 


* ey ae : + . , “i : A rhs 4 ke aiid a “eS s i : ig i t " . i . Ps spi 
ag : : scart Peg ’ i ae 4 a; * meyir o u ia * a fee é ii ig: . af Se ee eae a oe” 7 . 3" ta f re , na “a 8 Z uke / 
<u 4 i 2 oe ha cae a : + rd Bie 4 Pei ak * ° ’ af* 
= ee Pe 
; | gear S J 
Ea «ee 
f- _ A 
7 wt 4 4 —“C;sSSCSCSCiéC 
, ; fe i * 
| ec ea iilare 20% ——___— 
af “~*~ 
, | | “ 
a, 2 
‘a ee > ; 
i \ 0 Ds 
ae el 
a in . oS. AU 
uaa ; ‘ qerew ‘ is 
:. ie 4 ? S'S 4 tee . 
ee ve LY) we be 2 
; en r “ee 0 Bs 
sa ? 3. 8 
ee ; . Pe ee 
igus | ee 
ie | > 
a a= 
id aa y td 
- v Pe — 
Sy / NF XS = 
ee \. —_ eum, 
2 my: aK) tv 
bate “* | (- [ i 
a as, | = \ 
- iii Me ) , iia 
7 \ 1 | 
a tein a \ | \ 
> L ) ee 
at 
: Represented Nationally by NBC Spot Sales Offices 
New York Chicago Boston Washington 
‘+ Cleveland Denver San Francisco Hollywood 
’ te + 
7%: “pa 
F er WGY 528-21! 
eT AA gen 5 a 2 eee ee ee ee Se i eee nee Tome Mn se rer MN Br MU eae ges ey tye ae a Re Re Ae ngs 


December 15, 1941 


ADVERTISING AGE 


23 


this: “Return six of these empty 
egg cartons (in good condition) to 
Liston’s, and receive your choice of 
any five-cent candy bar or package 
of gum.” 

We have been using this plan for 
the past four years and find it to 
be very good as a sales promoter. 
When mother sends little Jimmie or 
Mary downtown after eggs, they 
want to stop at Liston’s for the eggs. 

W. C. Liston, 
Liston’s, State Center, Ia. 
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Photos vs. Sausages 

To the Editor: In your Nov. 10 
issue under the heading “‘Advertis- 
ing in the Test Stage’ you pub- 
lished an advertisement by Oswald 
& Hess Company offering photo- 
graphs as a premium in connection 
with the sales of sausage, as well 
as a brief article describing the| 
promotion. 

You will be interested, we think, | 
in the attached copy of a letter | 
which has been sent to the Oswald 
& Hess Company, as well as their | 
advertising agency, and because this 
matter of giving away photographs 
is one which we regard with the 
utmost seriousness, we would ap- 
preciate your giving space to our 
letter in an early issue. 

CHARLES ABEL, 

Executive Manager, Photo- 

graphers’ Association of Amer- 

ica, Cleveland. 

|Editor’s Note: The association’s 
letter charges that “one of the rea- 
sons why photography is still suf- 
fering from a serious depression is 
because so many firms in other lines 
of business have used photographs 


as a ‘football’ to boost their own 
products.” The association, it re- 
lates, has been instrumental in in- 


ducing many of the largest adver- 
tisers to discontinue the use of 
photographs of any type as pre- 
miums. The letter adds: “No pho- 
tographer can make pictures for 
nothing, any more than you can 
afford to give away sausages. What 
is actually happening is this: the 
photographer is using you as a bait 
to get people into his studio. Once 
they are in, every imaginable type 
of high pressure is exerted to com- 
pel the holder of the certificate to 
make a purchase of photographs.” 
It is offers of this kind which prom- 
ise something for nothing, the as- 
sociation declares, “that are as much 
responsible as anything else for the 
present low regard in which much 
advertising is held.’’] 
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After Accuracy 


To the Editor: Your correspond- 
ence in the issue of Dec. 1 from 
Secretary Reice of the Admiral 
Farragut Academy, regarding the 
timeliness of a Graham-Paige ad- 
vertisement headlining the Farragut 
quotation, missed, it seem to me, the 
main point of the story. The main 
point was that the Graham ad ap- 
peared the same day that the Presi- 
dent used the same quotation. Sec- 
retary Reice, in using it thirty days 
earlier, was colder than Graham by 
just thirty days. 


RESPONSIBLE 
selling. ..to a 
RESPONSE-ABLE 
dience in the 
ntral southwest 


KWKH 


_SHREVEPORT | 
LOUISIANA 


0,000 WATTS 
Represented by ™ Branham Company 
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But perhaps he can clear up an- 
other point. We used—and so did 
the President—: “Damn the Tor- 
pedoes; Full Speed Ahead!” 

But purists, quoted by the 
press service wires, immediately 
questioned the accuracy of the quo- 
tation. Some thought it should be 
“Go Ahead.” 

Here’s an angle not disclosed in 
your original Graham story in the 
issue of Nov. 10. In preparing the 
Graham copy, I remembered that 
some ten years earlier, while work- 
ing for Campbell-Ewald on Chev- 
rolet which was then headed by 
W. S. Knudsen, we tried unsuccess- 
fully to sell him on the Farragut 
line. At that time there was some 
doubt as to the wording. 

So before writing the Graham 


as 


copy I called that reliable stickler- | 


for-purism, the Detroit News, for 
the exact quotation. They gave it 
to me precisely as Graham used it. 
But after the President spoke the 
same Detroit News was the first to 
question its accuracy. 

Perhaps Secretary Reice can set 
us all straight. 

J. HAL RESSLER, 


Stuart-Ressler Associates, De- 
troit. 
’ v v 
It's Ever-Popular 
To the Editor: What's all the 
shouting about (ADVERTISING AGE, 
Dec. 1) over Admiral Dewey and 


his famous phrase, “You may fire 
when ready, Gridley!’’? 

Surely, with our ships and sailors 
|making news headlines daily, the 
‘only man ever to hold the rank of 


“Admiral of the Navy” and _ his 
famous words should rise in many 
minds. 

But just to keep the record 
straight, may we submit the at- 
tached proof? “You may fire when 
ready, Gridley,” was used as a 
headline in an advertisement pre- 
pared by us last year for the issue 


of “U. S. Naval Institute Proceed- 
ings,” as one of a series of adver- 
tisements based on famous naval 


sayings. 
JOHN W. CRAWFORD, 


Leo Burnett Company, Inc., 
Chicago. 
v v v 
A Bid for KYW 
To the Editor: It must be the 


Christmas—Xmas spirit that makes 
me so eager to come to the aid of 


the party, especially when I wasn’t 

invited. Here’s what I brought: 

WKAT, Miami Beach (in ADVERTIS- 
ING AGE, Dec. 1) “I say, I believe 
we are the first Ameddican sta- 
tion to sign a Reuters contract. 
The jolly thing will supplement 
our regular news.” 

KYW, Philadelphia (possibly): 
“First, he says. He should listen 
to our 11:20-30 p. m. across the 
board spot. For a coupla months 
now it’s Reuters. First, he says, 
Hmmmmh.” 

We beginners feel it our obliga- 
tion to correct mistaken impres- 
sions. Some day we'll be appreci- 
ated. Meanwhile, I regret that I 
am not connected with KYW to give 
you complete details. 

CLAIRE D. MCMULLEN, 
Philadelphia, Pa. 
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EW VORA WAREHOUSE 


A LARGE 


STOCK 


HAMPTON PAPER 


Five leading paper merchants of New York City now pool all 
their Champion paper stocks under one roof, for better service 
to their customers. This means that bigger quantities and more 
varied grades of Champion paper will be available. Salesmen 
from our several houses will continue to call on you, and you 


will find them better able to provide the particular Champion 


grade you want, when you want it. With quality that is superior, 


HENRY 


LINDENMEYR & SONS 


ROYAL PAPER CORPORATION 


VERNON BROS. & CO. 


THE WHITAKER PAPER CO. 


with merchant organizations that know their business and under- 
stand yours, and with stocks more readily available—there is ev- 


ery reason why you should choose Champion paper for every job! 


A. W. POH LMAN PAPER CO, 
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PUP TH TRIB 


AY AFTER DAY, month after month, Chicago retailers give irrefutable proof that the best 
way to get fast buying action from Chicago women . . . the kind of action they have to get to 
meet their huge daily sales quotas . . . is to build their selling around the Chicago Tribune. 
These merchants have learned first-hand that they get best results by going after the femi- 
nine market made available to them by the Tribune. 

That’s why department stores and specialty shops placed in the Tribune 49° of their total 
appropriations for newspaper advertising of women-appeal products during the first 6 months 
of 1941. 

The Tribune gets best results for advertisers because it reaches and influences Chicago’s 
largest constant audience of women. Tribune circulation is over 1,000,000 net paid every day 
of the week. That’s from 605,000 to 630,000 more daily circulation than other Chicago news- 
papers deliver. And the Tribune has from 325,000 to 800,000 more Sunday circulation than 
other Chicago Sunday newspapers deliver. 

When you can have more, why take less? Build your advertising plan around the Tribune. 


Rates per 100,000 circulation are among the lowest in the country. 


. LINENS, CHM, 
GLASSWARE 607 


Because the Tribune is the daily 


buying guide of Chicago’s largest 


constant audience of women, Chi- 
cago department stores during the 
first 6 months of 1941 placed in the 
Tribune 64% of their total news- 
paper appropriations for linens, 


china and glassware. Do you want 
to sell more in Chicago? Build your 
promotion around the Tribune! 


TRIBUNE LEADS IN LINAGE OVER NEXT CHICAGO NEWSPAPER 


Total General Retail Dept. Store 
Advertising Advertising Advertising Advertising 
First 6 Months First 6 Months First 6 Months First 6 Months 
” 1932 1941 1932 1941 1932 1941 1932 1941 
i 20% % | 21% 37% 3% 51% | 19%* 78% 


*Lead of another news- 
Paper over the Tribune 


Chicago Tril 


THE WORLD'S GREATEST NEW? 


MEM 
THE TOP OF YOUR LIST! 


WOMEN'S SIDES), 


Because the Tribune gets greateyi 
from women, Chicago departmentffte 
cialty shops during the first 6 gh: 
placed in the Tribune 58% of thei 
tures for advertising women’s : 
newspapers. 
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NY 


greateying action 
rtment{es and spe- 
rst 6 gBhs of 194] 
of theital expendi- 


en's ‘in Chicago 


VANEN' WEARS, 


The Tribune has effectively demon- 
strated its “way with women.” Con- 
sequently, this newspaper, during the 
first 6 months of 1941, received 52% 
of the money Chicago department 
stores invested in newspaper advertis- 
ing of infants’ wear. No matter what 
you sell to women, the testimony of 
these retailers proves that you can sell 


more by advertising in the Tribune. 


OF ALL WOWEN-APPEAL EXPENDITURES, chicago 


department stores and specialty shops during the first 6 months of 
1941 placed in the Tribune 49% of their entire newspaper appro- 
Total net paid circulation er 3 om as07 
priations for women-appeal advertising. That was 134°) more than 
over 1,000,000 every day they placed in the next Chicago newspaper ... and more than they 


of the week placed in the next two papers combined! 
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December 15, 1941 


Agency Auditions Radio 
Program in New Way 

A new method of auditioning a 
series of programs with the object 
of obtaining a sponsor has been 
adopted by Frederick C. Schnake 
Advertising Agency, Milwaukee, 
which is currently sponsoring a 15- 
minute program, “A Salute to Civic 
Leadership,” over WISN, Milwau- 
kee, on Monday evenings. 

The commercial indicated that 
the feature is open to sponsorship 
and also advertised the facilities of 
the advertising agency. 


JOHNSTONE ..,../ CUSHING 
155 E. 44 $T.N.Y.C. MU 2-6236 


Demand for Product 


| 


Control Lacking, 
Study Finds 


Standards, Grade La- 
beling Carry Threats, 
ANA Survey Discloses 


New York, Dec. 9.— Despite the 
fact that behind the defense scenes 
certain officials are plugging aggres- 
sively for the consumer goods 
standards and grade labeling that 
have long topped the objectives of 
| consumer leaders, no strong public 
demand exists for official regula- 
tion of product quality, nor is such 
a demand on the upgrade, accord- 
ing to a study released today by 
the Association of National Adver- 
tisers. 


'and growth of 


ADVERTISING AGE 


The comprehensive analysis, pre- 
pared by George B. Hotchkiss, pro- 
fessor of marketing at New York 
University, spotlights the serious 
threats to trademarks and national 
advertising inherent in standardiza- 
tion and grade labeling, and warns} 
that emergency “price control will | 
almost certainly be accompanied by | 
quality control of some kind.” 


No Proof Offered 


After examining the background 
agitation for con- 
sumer goods standards and A-B-C 
quality grades, and discussing the 
forces in favor of and opposed to! 
mandatory grading, Mr. Hotchkiss 
offers ten major conclusions, among | 
which are the following: 

So far consumers are 
cerned, the existing demand for 
standards and grade labeling is 
largely due to propaganda that em- 
phasized theoretical merits without 
offering proof that official recogni- 
tion of consumer goods quality is 
beneficial. 

Experience with A-B-C voluntary | 


as con- 


labeling of canned fruits and vege- | 


tables has not given evidence that 
such grading is informative to con- 
sumers or strongly desired by them. 

Voluntary A-B-C labeling has re- 
ceived chief support from private 
brands that find it a competitive 
weapon against nationally trade- 
marked brands. 

The informative labeling methods 


| recommended by the National Con- | 


sumer-Retailer Council give better 


promise of usefulness to consumers | 


than does A-B-C labeling. 

The argument for standards and 
grades for consumer goods based 
upon their successful use 
marketing of industrial 
fallacious, 
methods 
gous. 

Because of conditions growing out 
of the war emergency, the develop- 
ment and enforcement of official 
standards for many fields of con- 
sumer goods would be impractic- 
able and inexpedient at the present 
time. 

Mr. Hotchkiss makes two predic- 


goods 


and uses are not anala- 


Ist in 
HEART 0 


the 
F AMERICA 


IN KANSAS CITY—as in every major market— 


there’s one station with a reputation for doing 


things... for setting the standards of broadcasting 


excellence... for oper 


ating in a big-time manner. 


In this market, it’s KMBC. 


AMONG Kansas City stations, it’s KMBC that 


employs by far the 
tion staff—KMBC 


twenty-five solid hou 


largest talent and produc- 
that devotes more than 


rs per week to service-type 


broadcasts—KMBC that originates weekly coast- 


to-coast network shows 


Variety's last Showm 
Origination... 


-KMBC that won 


anship Award for Program 


A LONG and still-growing list of KMBC “firsts” 
may explain why KMBC remains the first choice of 


most listeners—hence 


KMBC o 


Free & Peters, Inc. 


the best buy for advertisers. 


f Kansas City 


CBS Basic Network 


KMBC is the first and only 
Kansas City station to or- 
ganize a complete news de- 
partment— four full-time 
men under the direction of 
Erle Smith, News Editor 

two full-time news services. 


KMBC is the first and only 
station authorized by Kan- 
sas City Livestock interests 
to broadcast complete live- 
stock market reports three 
times daily. Bob Riley, 
market specialist, is an ex- 
clusive KMBC personality. 


—————. = = 
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KMBCis the first and only 
Kansas City station to em- 
ploy a full-time, nationally- 
known sportscaster— Walt 
Lochman, winner of the 
1940 Sporting News poll as 
“America’s favorite minor- 


league baseball announcer.” 


KMBC isthe first and only 
Kansas City station to em- 
ploy a full-time Director of 
Farm Service—Phil Evans, 
veteran of NBC and CBS 
farm programs, who directs 
an average of three solid 
hours of farm service broad- 
casting daily. 


KMBC is the first, and only Kansas City station to organize 


and maintain a complete, ful 


l-time food service department. 


Caroline Ellis, NBC and CBS author-star,conducts the KMBC 


Happy Kitchen—June Martin is the KMBC Food Scout. 


KMBC is the first and only 


Kansas City station regularly 


originating network programs—"Brush Creek Follies,” 
over CBS each Saturday afternoon. Now entering its 
fifth season as a Saturday night radio-stage show. 


in the| 
is | 
because the marketing | 


tions regarding the future of the 
standards-labeling issue, observing, 
first, that “it is highly probable that 
any agency which is given sufficient 
power to fix prices of consumer 
goods will also have broad genera] 
powers of regulating quality. Thi: 
may involve making government 
standards and grades mandatory in 
fields where they are now available 
Standards established by othe 
| agencies may also be given offici: 
sanction or made mandatory 
measures of quality.” 

He adds: “Although the pressu: 
for official standards and grades f. 
consumer goods may be held 
abeyance during the war eme 
gency, the movement will doubtl« 
continue. Whether it will res) 
| ultimately in the adoption of 
system of official regulation of qu 
ity by compulsory grading, w 
continuous inspection, depends 
| factors which cannot be safely fo: 
cast at the present time.” 

In presenting his findings, \) 

| Hotchkiss emphasizes the differe: 
between standardization which 
the subject of the report and sim; 
fication. The terms have frequent 
been interchanged and _ confus: 
Simplification, he explains, “is t 
| process of eliminating an excessi\, 
| variety of sizes, shapes, colors, cd 
| signs, etc., in a line of product 
| This narrowing down of the ran 
of variation may be done volun- 
| tarily by an individual manufa 
| turer or a group; or it may be pr 
scribed by authority. Usually, how 
ever, it aims to retain the most 
widely used and wanted varietie 


Varied Ranks 


The chief advocates of mand: 
tory grading are enlisted from th« 
ranks of government official! 
chiefly in the Department of Agi 
culture; teachers of home eco- 
nomics; women’s clubs, notably thx 
American Home Economics As- 
sociation and American Association 
of University Women; professional! 
consumer advisors, including Con- 
sumers Union and Consumers’ Re- 
search: and large-scale distributo 
of private brands. 

The opponents, excluding those 
“who have financial interests in the 
commodities and _ businesses _af- 
fected,” include teachers and con- 
sulting experts in marketing: econo- 
mists and economic 
financial experts; and 
trade journals. 

Paul West, ANA president, said 
that the Hotchkiss report grew out 
of “a need for a factual study of 
the subject,” and added: “Standard- 
ization and compulsory grade labe!- 
ing are of the utmost importance to 
all trademark owners. Although the 
agitation therefor has been largely 
confined to the canned food field, 
national advertisers realize that 
only the beginning.” 

A limited number of copies of 
“The Movement for Standardization 
| and Grading of Consumer Good 
| are available to non-members of the 
ANA, and may be secured from the 
association’s headquarters, 330 W 
42nd street, New York City. 
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ETHEL SHUTTA 
DINNING SISTERS 
ee K Ios 
ae 4% STARS 
HOOZIER HOT SHOTS 


OFF-THE-STREET BOYS 


THIS ADVERTISEMENT 
SPONSORED BY 


COLLINS, MILLER & HUTCHINGS 
PHOTOENGRAVERS 
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Rae —— 


. granted ote he pointed out gem Gas Dealers 
POMS WIMROSSOS | Sess eres pee Camneian for 
for Press-Radio 


| 
| Sinclair, gered rgd je ote Dies, Fly Feud Over 
- a e on " “7 
| Tydol and independent retail The |Alleged FCC “Red 


ers of the Springfield area. : 

curfew grew out of the threatened | aw os Dies, — of the 
pre-war oil shortage along the East- | Specia ouse committee on un- 

7 r M. Curfew ern seaboard. War developments | American activities, has charged 


Springfield, Mass., Dec. 9.—Tak- | Since publication of the dealers’ first | Chairman James L. Fly and th 


which has not been made available 
as yet. 
“Willing to Be Judged” 


Federal Communications Commis 


Quiz on Jan. 8 


Committee Claims 


| 
| 


Harold Hough, Newspaper-Radio | : r 
Committee poe Pats : ele a | ne paid space to put over their 


statement after FCC wound up its | joint message, members of the 
case in which he claimed that the | Greater Springfield Retail Gasoline 
statistics bear out the committee’s | Dealers Association have appealed 
position that the mere fact of news- | to the public to support continuance 


_ appeal may give added emphasis to 
| the request for support. A survey 
made throughout Massachusetts, 
copy in the joint ad points out, dis- 
closed that “the majority of cus- 
tomers feel that a 12-hour day is 


| sion with harboring “a propagan 
| dist for communism and the Sovie 
| Union.” The charges, which hav, 
been denied by Mr. Fly, involve D; 
Goodwin Watson, recently a; 
|pointed chief broadcast analyst . 
FCC. 


Double Ownership Ben- 
eficial, Despite Charges. 


/erated any less in the public inter- | 

est than one without newspaper | dealers throughout the state are 
| affiliation. “Stations differ accord-| asking support of the curfew, the 5 
ing to how they are run,” he said,| column by 250-line newspaper ad | patronize only gasoline stations a year and has five assistants to 
“and we’re willing to be judged by | declares. Signers include Atlantic,| which continue to observe the 7) help him analyze foreign bro: - 
that test.” ‘Amoco, Esso, Gulf, Richfield, Shell, | o’clock curfew. casts. 


paper ownership of a station does | of the 7 p. m. curfew on sales and| sufficiently long to care for their , ‘ 

not mean that such a station is op-| service. needs.” Bee = Dies — 2 a. <4 

The overwhelming majority of | allegedly communistic organizatic 
Ask Cooperation with which Dr. Watson has been 


; — | associated, among them Consum: 
The motoring public is asked to Union. Dr. Watson receives $5.6) 


Washington, D. C., Dec. 9.— 
Presentation of evidence to show 
that the press does not exercise un- | 
due control over radio broadcast- 
ing and that newspapers not only 
should not be barred from station | 
ownership but should be welcomed 
in that field, will mark the Federal 
Communications Commission press- 
radio inquiry when hearings are re- 
sumed Jan. 8 after a four-week 
recess. 

Two days of hearings last week 
enabled FCC to complete its intro- 
duction of evidence. At the next 
session the Newspaper-Radio Com- 
mittee will get the first chance to 
tell its story, and refute charges of 
monopolistic practices detrimental 
to the public interest. 

Judge Thomas D. Thacher, gen- 
eral counsel for the committee, is 
expected to call to the witness stand 
a long list of newspaper and radio 
executives. FCC summoned only 
a few witnesses from this field, and 
in several cases when press or} 
broadcasting officials did appear in| 
answer to FCC subpoenas, the plan 
boomeranged. Several FCC wit-| 
nesses could find little fault with 
newspaper participation in radio as 
the situation now exists. 


Exhibits Take Time 


FCC’s “prosecution” was based 
chiefly on an imposing array of sta- 
tistical exhibits. The inquiry has 
dragged along at a slow pace be- 
cause most of the figures introduced 
early in the preceedings were found 
to be erroneous. The list of stations 
which are controlled in any way by 
interests with newspaper connec- | 
tions numbered 298 when originally 
offered. When opposing counsel 
revealed the mistakes, the revised 
list shrank to 249. Judge Thacher 
thinks the number should be re- 
duced still further by eliminating 
those stations whose newspaper 
connections are so slight as to be of 
no practical effect in determining 
broadcasting policies. 

Judge Thacher and his legal aides 
probably will dispose of the sta- 
tistical question first upon resump- 
tion of hearings. He has yet to 
cross examine FCC officials who 
compiled the figures. The four- 
week recess was ordered by Com- 
missioner Paul A. Walker, who pre- 
sided at the final session in the| 
absence of Chairman James L. Fly. 
Commissioner Walker seemed reluc- 
tant to grant such a delay, despite 
the fact that FCC itself took a six- 
week recess in order to correct its 
figures. Judge Thacher’s plea was 


NOW DO YOU 
BELIEVE IN 
SANTA CLAUS ? 


The EXTRA dividends available on KXYZ- 
ae ERIS will make you believe in Santa 
7 Claus. Not one—but TWO distinct sav- 
ings with (1) bonus point advertising 
(2) combination rates. Our blanket cov- 
erage of the heart of the rich Texas Gulf 
Coast area gives proven results at amaz- 
ingly low cost. Get the facts NOW! 


National Representatives: THE BRANHAM CO. 
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Tax Take in Eight 
Years of Repeal 
is 7,266 Million 


Brewers Recite Social 
and Economic Gains 
Since Prohibition 


|day as 


provements, and sounder public and 
professional attitudes toward alco- 
holic beverages, are developing to- 
forecast when prohibition 
was repealed.” 

The alcoholic beverage industry 
has poured $5,166,000,000 into the 
coffers of the federal treasury 


during the past eight years, and an | 


additional $2,100,000,000 has been | 
siphoned off by the states, the 
Foundation said. Of this huge total, 
beer alone has contributed $2,955,- | 


/ 000,000. | 


The record of eight years of 


/repeal paints a picture of major 


New York, Dec. 9.—The United 
Brewers Industrial Foundation cele- 
brated eight years of repeal last 
week by advising the American 
press that “social and economic im- 


social gains, the Foundation says, | 
listing among them reductions in 
the rate of deaths from alcoholism, 
reduction in motor vehicle deaths | 
per 100,000,000 miles covered, and | 


reductions in the incidence of major 
crimes, as well as employment, 
building construction and_ retail 
sales increases. 


milk consumption has risen 10.6 
per cent, coffee sales are up 33 per 
cent, and the amount of money 
spent for soft drinks has trebled. 
Somewhat sadly, the Foundation 
reveals that not as much beer is 
being consumed in the United 
States now as in the peak pre-pro- 


“Competitive” Lines Up 


An interesting portion of the} 
documentation deals with those 
industries which are most nearly) hibition year, despite the increase 
competitive, from the consumer) in population. In the 1914 fiscal 
standpoint, with alcoholic bever-| year, the United States downed 
ages, and apparently proves conclu- | 66,105,445 barrels of beer, whereas 
sively that while former Secretary | in the fiscal year 1941 consumption 
of Agricuiture Wallace’s assertion | totaled only 52,289,248 barrels. 
that “the human stomach can) 
accommodate only so much” may MISSOURI TO CLAMP 
be true, the limit of its ability to) DOWN ON LIQUOR CREDITS 
absorb liquids has not yet been; Kansas City, Mo., Dec. 9.—Alco- 
reached. Ice cream sales have gone) holic beverage retailers in Missouri 
up 95 per cent during the eight| are going to have to stand pretty 
years of repeal, it is asserted, while| firmly on their own financial feet, 
following a positive order issued to | 


manufacturers—by advertising agencies—by independent research organizations 
—all tell a story of dealer preference for Better Homes & Gardens. 


Dealers know that Better Homes & Gardens will move merchandise because they, as 
a class, typify Better Homes & Gardens readership. In their homes as well as their 
stores they daily see Better Homes & Gardens at work kindling the buying emotions 
of its readers—sending them out to buy, carefully, intelligently, the products advertised 


in its pages. 


Today, 2,400,000 families— America’s biggest suburban home market—look to Better 
Homes & Gardens for help in solving home problems—for advice on what to buy—on 
how to adjust their purchases to changing times—on how to plan for tomorrow. 

Dealers know that because Better Homes & Gardens is centered entirely on the 
home, concerned wholly with home interests and affairs, that it wields an influence 
second to none among the home-loving suburban families that are the backbone 


of America. 


Bi’s Hot! 


e | tributors’ capital must end. 
CCDAUSE 7t é AY [ CV} | Although the liquidation of all 
| retailer credits by Jan. 1 will un-| 


move \| erchandise 


EPEATED investigations by Better Homes & Gardens — by other magazines — by 


Proof? Plenty of it! Any Better Homes & Gardens salesman will gladly show 
you individual figures of dealer preference in any particular classification. 


er Homes & Gardens 


| wholesale liquor and beer distribu- | 
tors and brewers by Wayne G.| 


director. 

Mr. Henderson’s message was 
short and to the point: “Liquidate 
all fixtures and credits advanced by 
you to retailers 
Supplying retailers with such items 
as cooling coils and advertising 
signs got the go-ahead sign from 
the state official, but he warned 
that “the universal practice in the 
state” of retailers operating on dis- 


|doubtedly work severe financial 
| hardships on many distributors and 
brewers, the enforcement date of 
| the new order “is not liquid,” Mr. 
Henderson said. He reminded his 
audience that financial backing for 
retailers violated both federal 


| enforcement has been somewhat lax 
heretofore, it won't be lax after the 
| turn of the year. 

The possibility that the Missouri 


no - financial - strings edict may 
spread to other Midwestern states 
was seen in the presence at the 
| meeting of Jackson B. Chase, mem- 
ber of the Nebraska liquor board, 
who declared that his state faces a 
similar problem. 

Freeing of retailers from. the 
financial control of distributors and 


brewers will undoubtedly create 
much more advertising, it is be- 
lieved here, since outlets will be 


developed and maintained solely on 
the basis of public preference. 


Names Eshleman 


Charles Eneu Johnson, ink manu- 
facturer, has named _ Benjamin 
Eshleman Company, Philadelphia, 
to direct its advertising. 


before Jan. 1.” | 


and | 
| state law, and asserted that while| 


drive for strict enforcement of the! 


TAXES AND DEFENSE 


’ Ya * 


~ 
—— 


Paid for... Not by Human Slavery 
But by a FREE People's Will to be TAXED... for Defense! 


As nine bombers roar overhead in this 


Henderson, Missouri liquor contro] | illustration, Gunther Brewing Co., Balti- 


| more, strikes home the point in the ac- 

companying copy that "1941 taxes from 

this one beer alone can buy nine Mar- 

| tin bombers for your defense."’ The un- 

usual copy was prepared by the Balti- 
more agency, H. E. Hudgins Co. 

| 


WCOP Celebrates 
Full Time, New 
Radio Towers 


Boston, Dec. 10.—Station WCOP 
dedicated its new radio towers here 
today and celebrated the start of 
full-time operation with a_ special 
program which included Mayor 
| Tobin and Governor Leverett Sal- 
tonstall of Massachusetts as guests. 

The FCC a year ago granted 
WCOP permission to operate full 
time and the station acquired addi- 
| tional ground near its present site 
and erected three 375-foot vertical 
, towers. A feature of the new towers 
is the flashing red beacons which 
warn night fliers. 
| A. N. Armstrong, Jr., who began 
| his business career with Capper 
| Publications, Topeka, Kan., and 
| later worked with the Katz Agency, 
was named general manager of the 
station in December, 1940. Harold 
LaFount is president of Massa- 
|chusetts Broadcasting Corporation, 
| operator of WCOP. 


| 


L&T Adds P. A. Brown 
| Philip A. Brown, formerly assist- 
ant advertising manager of Servel, 


New York, has joined Lord & 
Thomas, New York, to assist in 
contacting the Frigidaire account. 


He was previously in the traffic and 
| production departments of Geyer, 
Cornell & Newell, Dayton, O. 


OF MUSIC 
AND NEWS! 


Now in full-time 
operation! 


Copley Plaza 


WCOP 3.2022... 


MASSACHUSETTS BROADCASTING CORPORATION 


Hotel, Boston 


Representatives: HEADLEY-REED COMPAN 
hicage Detroit Atianta 2 


New York c 
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Garment M aker 
Schedules First 
Drive in History 


Fort Worth, Tex., Dec. 11.—Using 
daily newspapers in 139 cities and 
three farm publications, William- 
son - Dickie Mfg. Company will 
launch the first advertising cam- 
paign in its history Jan. 15. 

The drive will be concentrated in 


mer and Southern Ruralist and the Starts First Canpulen 


Oklahoma Farmer - Stockman, dis- Blue Ridge Spread Company, 
plays of a humorous character will Dalton, Ga., one of the largest 
be used. Matched pants and shirts; manufacturers of bed spreads in 
of army twill will be featured in| the country, has named Robert E. 
the copy, which gives prominence | Martin & Co., Atlanta, to direct the 
to the Dickie’s label and emphasizes | COMpany ’s first ay ~ of into the na- 
superior materials and workm an- ee ei ochoway Ramee magazines 
ship. That the garments cost more | wij} carry the burden of the cam- 
than others is admitted, but users) naign, supplemented by point-of- 
are urged to spend more for a bet- sale material and direct mail. 

ter product. Copy will carry the 


slogan “Fit Better, Wear Longer, Chemical Works Appoints 


14 Mississippi Valley states, from| Look Neater.” Santen Cemmiech Get Sew 
Yonad: F Ta —_ > ar : ar “or as c 4 . ale », 
Canada to the Gulf, and schedules | The garment manufacturer has York, textile chemicals, has ap- 
for the first campaign will run appointed the Dallas agency of pointed Badger & Browning & 
through May. Besides insertions in Leche & Leche, Inc., to direct the) Hershey, New York, as advertising 
Farm and Ranch, Progressive Far-| program. agency. 
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37 4 wo ae a4 eH me 
; Pty pie 
Teper les volu ? 
m sac eiadty fh S 
You: If earnings keep pace with the volume, You: 
certainly I'd listen. With both ears! , 
We: 
We: Fair enough. Maybe this won't apply to 
your food brands—but in case it may, we 
take it you’re not allergic to Bright Ideas? 
You: Well... get to the point. I’m busy. 
We: The point: in a price-conscious year like 
this’n, new sales and old-customer loy- ; 
alty will fall to the food brands that de- You: 
seyane > ve . 7 . ’ ba ) , 
liver best-value-per-penny. Right: We: 
You: Tell me something new. 
We: You tell ws. What's the best way to give You: 
a real cent’s worth of value these days? , 
y We: 
You: Put it in the product, mister. Whatsis, 
an A B C lesson? 
We: Sort of. Sometimes in a pinch we lose 
track of the fundamentals. You forgot 
something. Once you've got the value 
there, you have to advertise it. You: 
f . . ! r 
You: Do tell! We: 
We: And the best way we've heard of to get 
more value into a package of food is to 
bolster its food-value—with added vita- 
min concentrates if necessary. 
You: Don’t look now... I’m catching on. 
We: Just don’t get ahead of us. Haven't you 
noticed lately how much more attention 
consumers are paying to what's in the 
package . What it’s made of... how 
good it is for the family? 
¥ You: I’ve seen a survey or two... 
ie We: Likewise. It's not what you'd call a You: 


landslide yet, or a Great Demand. But 
it’s growing, this recognition of vitamins, 
and the need for them. Definitely a trend. 


GE ROAD WEST, 


me \ nie owned by 
Sales agent: Research Products Div., Ge 


ROCHESTER, 
ASTMAN KODAK CO. 


Where do you come in on all this? 


We are the people your Manufacturing 
Dept. will sooner or later write to, if 
you're yearning for an oil-soluble vita- 
min. We have them. In fact we produce 
them. You see, Distillation Products, 
Inc. is ‘“Oiul-Soluble-Vitamin Head- 
quarters.” 
Oh. Well, 


nice to have met you. 


Grant us a parting shot, won’t you? Are 
you a leader or a follower? 


— 


As we thought... so you'll want to NOT 
wait until competition forces your hand. 
You'll want to write us for facts, today, 
about vitamins you could add to your 
food brands, when you get ready to. 
Preparedness, and all that. 


Wen... 
Don’t worry—we'll not high-pressure 
you. There are more foods that shouldn't 


than should have vitamins A, D or E 
added. You'll know best about your own. 
But—post yourself on what's available, 
how much costum, and how good is it. 
You can’t go wrong when you're deal- 
ing with “headquarters,” y know. And 
it’s just possible that vitamin enrich- 
ment backed up by a good sales story 
can help you hold present volume and 
win some more! Remember, it’s value- 
in-the-product that wins in ashowdown. 


Hmmm... maybe so. Hey, secretary! 


Write this outfit to send us info. on their 


vitamin A & D concentrates, will you? 
Here's the address 


NEW Bik ¥ 


in GENERAL MILLS, sn | 
Inc., Minneapolis, "Minn 


| Ott-SolubleVilamin Headguarters 


Half-page | 


COCA-COLA LEGITIMATES "COKE" 


Im 
“Coca-Cola” 
known, too, as 
“Coke” 


1 apeak for Coret ole” 


Tm « evebed of ite life and 


sparkle. You call me “Coke.” I's short for Cornt ole 


| affer von the pause that refreshes 1 speak for the 


real thing ... the soft drink with a distinctive 


quab 


ity of debreious refreshment .. 


the drink 
with the trade-mark “Cocet ola” 


known, tom, ae “Cake.” 


Everybody likes to shorten wards. Abbreviation is a mature 
of language. You hear “Coke”... the friendly abbreviation jo 
the trade-mark “Coca-Cola”... om every lend. 1 tell the stor 
in « picture vou hare.se often heard in words. 


Although the beverage has been known to the public by the term for years 

Coca-Cola company has only recently recognized the abbreviation "Coke." In 

this copy, soon to appear in The American Weekly, the company acknowledges 

the nickname and presents a new trade character. D'Arcy Advertising Company 
is the agency. 


too, as Coke. I speak for Coca-Cola 
Coca-Cola Copy I'm a symbol of its life and sparkle 
You call me Coke. I offer you the 
T b C k ' pause that refreshes. I speak for 
the real thing. the soft drink 

aDS VLOKE as 


with a distinctive quality of deli- 
cious refreshment the drink 
with the trademark Coca-Cola, 
known too, as Coke.” 


‘The Real Thing’ 


Company Launches 
Magazine Drive to 
Dramatize History 


New York, Dec. 10.—Moving for- 
ward aggressively to dramatize its | 
long history as a soft drink pioneer, 
Coca-Cola Company this week re- 
leased first copy in a new magazine 
campaign that will hammer away 
at two main objectives: first, em- 


Postscript to Ad 


In a postscript to the opening 
full-page color ad in The American 
Weekly, he makes this observation 
“Everybody likes to shorten words 
Abbreviation is a natural law of 
language. You hear Coke... the 
friendly abbreviation for the trade- 
mark Coca-Cola ... on every hand 
I tell the story in a picture you 
have so often heard in words.” 

Although used by the public for 


phasis will be placed on the signifi- | years, the term “Coke” was not 
cance of the term, “coke,” familiarly | given Coca-Cola’s official blessing 
applied to the beverage by consum- in consumer copy, at least—until 
ers; and second, consistent use of|very recently. Reference to this 
the phrase, “the real thing,” will | move was made in ADVERTISING AGE, 
differentiate between Coca-Cola and | Dec. 1. From time to time, in years 
the numerous competing soft drinks | past, “Coke” found its way into 
i|that have received increasingly |Coca-Cola house organs, but was 
heavy promotion of late. not accorded recognition outside the 
A new trade character has been | organization. 
cast in a featured role for the forth- An interesting sidelight on the 


coming campaign. He is a beam-|employment of “Coke” as a m 


ing, rosy-checked little elf, wearing | copy theme is the fact that this 
a Coca-Cola bottle cap at a rakish | familiar designation cropped up in 
angle on his tousled head, a la bell- | the courts on numerous occasions 


hop. “Hello,” 
sundry, “I’m 


Ou 
WHO BUY Engravings IN NEW YORK! 


YOUR WORRYING DAYS ARE OVER 
I’M TAKING OVER THAT JOB! 


Twenty-five years experience with engravings, art and print: 
ing. § I take your copy, determine how the engraving should 
be made, see that it is carried out—and into your hand: 
§ Yet you do not pay a penny more for your engravings 


Ed. Kramer 


PHOENIX ENGRAVING COMPANY, Inc. 
305 EAST 47th STREET, NEW YORE TELEPHONE: Wickersham 2-829! 


Least Trouble to YO! 


all and 
known 


he greets 
Coca-Cola, 


when ambitious promoters sought to 
exploit the abbreviation by putting 


Highest Quality — Lowest Possible Cost — 
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on the market drinks bearing this 


very name. Indeed, one historic | 


suit involving this issue stands out | 


is a beacon in trademark litigation. 
Coca-Cola Wins Suit 


Some 20 years ago Coca-Cola 
Company sued to restrain the Koke 


Company of America from market- | 
ing a soft drink called ““Koke.” A} 


U. S. court upheld Coca-Cola's con- 
tention that “Koke” was designed 
to reap the benefits of Coca-Cola’s 
idvertising and consumer accept- 
ince. This decision, however, was 
‘eversed by the Circuit Court of 
\ppeals, whereupon Coca-Cola car- 
‘ied the case to the U. S. Supreme 
‘ourt. Here the original victory for 
Coca-Cola was affirmed. The late 
Justice Holmes said, in part: 

“The Coca-Cola mark for years 
1as acquired a secondary signifi- 
ance and has indicated the plain- 
tiff’s product alone. It is found that 
‘he defendant’s mixture is made and 
old in imitation of the plaintiff's 
nd the word Koke was chosen for 
the purpose of reaping the benefit 
of the advertising done by the 
laintiff.” 


Turns Down Request 


More recently the same_ issue 
cropped up in connection with an 
attempt by Los Angeles Brewing 
Company to register as a_ trade- 
mark, “Eastside Cherry Coke.” The 
U. S. Patent Office turned down the 
request, remarking: 

“The record clearly established 
that a vast portion of the public, in 
calling for Coca-Cola at places 
where carbonated beverages are 
sold, abbreviates the trademark 
Coca-Cola into ‘Coke’ or ‘Koke,’ and 
thus a call for ‘Coke’ at such estab- 
lishments is a call for Coca-Cola 
and is so understood by dealers and 
the public.” 

The phrase, “the real thing,” is 
currently appearing in publication 
copy for the first time. However, 
during the past few weeks it has 
been worked into Coca-Cola com- 


mercials on the “Spotlight Band” | 


series broadcast over the Mutual 
network. 


Ties in All Media 


Hyde Park Breweries Association, 


St. Louis, has tied in its outdoor, | 


newspaper and radio advertising on 
a new “true-brewed” copy theme 
for its Hyde Park beer. Outdoor 
posters are reproduced in news- 
paper advertisements running in all 
St. Louis newspapers, and radio 
commercials over five St. Louis sta- 


tions are tied in with outdoor and | 
publication copy. E. H. Gordon is | 


the breweries’ advertising manager. 


Dow Gets Contract 


Louis F. Dow Company, St. | 


Paul, previously a manufacturer 


of advertising novelties, has been | 


awarded a defense contract for 
500,000 incendiary bomb casings to 
cost $350,000. 


Rejoins Cessna 

Prentice Cleaves, for the past six 
months on leave of absence to study 
airline methods, has rejoined Cessna 
Aircraft Company, Wichita, as di- 
rector of advertising. 


1000 W 980KC 


Basic N B C Blue 


An H. C. Wilder Station 
Represented by Raymer 


What— Another 
Advertising Agencyr 


THAT’S RIGHT...BUT NOT THE OLD-FASHIONED KIND. 


It’s new-fashioned...geared for 1942 conditions...replacing cumbersome, out- 
moded methods with new thinking...new philosophy...new policies. Founded 


to serve medium-sized accounts...and the 


‘small brothers”’ of big accounts. 


WE BELIEVE 


1. We believe medium-sized accounts belong in 
medium-sized agencies...FOR THEIR OWN GOOD. 
That’s where they get the attention they deserve...where 
they don’t play second fiddle to “million dollar” babies. 


2. We believe every account accepted by an agency 
deserves personal attention and service from the 
top executives of the agency. When we become too 
busy to operate any other way, our doors will be closed 
to new accounts ... solely in fairness to them. 


3. We believe in simple, direct, brief presentations. 
We get to the point fast... shell the nut... give you 
the meat. We know you're busy. We skip the verse . . . 
start right in with the chorus. 


4. We believe in meeting our clients’ customers 
ourselves. Certainly, we lunch at big hotels, but not 
every day. We get plenty of ideas in the “full course 
lunch for 35¢” places. Yes, we ride taxis... but we pur- 


posely join the bus and street car crowds as well. Of 


course, we shop by ‘phone . .. but the hours we spend in 
department stores and supermarkets are vitally im- 
portant to us. How else can we hope to write advertising 
that “talks United States’? 


5. We believe we know a lot of the answers. We've 
been trained in the biggest, toughest agencies. And. .. 
we've been trained on the other side of the fence, too. . . 
in the advertising, sales, sales promotion and public re- 
lations departments of big, tough advertisers. We've 
spent years on each side. We've served and been served. 
We've directed the expenditure of many millions of dol- 
lars. We have learned how NOT to spend them as well 
as how TO spend them. 


6. We believe luck has its place. We hereby acknowl- 
edge with deep appreciation the hundreds of letters, 
telegrams and ‘phone calls our new agency has received 
wishing us luck. We know luck is important . . 
we have it... lots of it. 


. we hope 


SW EIRTFA 


40 East 49th Street 
New York, N.Y. 


MAGAZINES + NEWSPAPERS «+ RADIO 


WE DON’T BELIEVE 


1. We don’t believe medium-sized accounts get a 
fair deal in most big agencies. We know. We've 
worked on $10,000,000 accounts. We've worked on 
$50,000 accounts. We've seen the “little fellows” go beg- 


ging... while the big ones were swamped with service. 


2. We don’t believe in promising top executive at- 
tention to accounts and then putting them in the 
“back room”’. Let's face facts...facts we've discovered 
in our 28 years of combined experience . . . accounts in 
most big agencies rate attention directly in proportion to 


their billing. 


3. We don’t believe in dramatic presentations...we 
save the drama for the advertising. W e believe today's 
executives have no time for flowery, long winded, high- 
pressure selling spiels. They want fast, clear thinking. 


4. We don’t believe in master-minding behind ma- 
hogany. And we don’t believe in letting assistants keep 
their finger on the public pulse for us. We are working 
agency heads. We don’t expect anybody who hasn't seen 
us for months to know what's going on in our minds. 
How, then, can we know for sure what the public is 
thinking if we bury ourselves “behind mahogany?” 


5. We don’t believe we know ALL the answers. We 
don’t claim to be cock-sure any idea will work miracles. 
We know of no one who can be. David Belasco, great 
showman that he was, never knew for sure, when the 
curtain rose on opening night, whether he had a hit or a 
flop. The public gave him the answer just as it does to 
every advertiser. But . . . Belasco’s experience mini- 
mized chances of failure. We feel the same about ours. 


6. We don’t believe LUCK is all we need. We have 
a terrihe hunch that the harder we work the luckier we'll 
be. We have no desire to become an advertising “‘fac- 
tory.”’ We choose to remain a medium-sized agency, 
doing a big job for a small, select group of medium- 


sized accounts, 


KHIR & IALLAXO 


Telephone 


IT ay. - 
PLaza 3-8760 


OUTDOOR + DIRECT MAIL + TRADE PAPERS 


Pe ADVERTISING AGE = | 
+ 
ees \ 
a : 
J 
—_ EE aE a aaa 5 | 
ee : 
EE eee 
Po 
m ee ee 
D ; ‘ 
: : 
i- i 
ik . . 
eS 
ee . 
ig ’ 
In i 
n y 
is a 
of ee 
ne 
d a : 
ou | . 
Po 
ot pn 
ng 
“ 
irs 
ito - 
he 
jor eS 
'to bination in | 
L tO sta ee \ 
nm YF A secant Triangle 7 
anM POPULAR! | | 
——— 
pros ait | | 
; | 
| 
 _ aS | fl 
| wit 
| Y. pe 
| TROY: sp pe | 
PO 
PS ee. (be 
‘i ane? et? 4 ‘ iner”.2 Ye : Be : Pe s a é “ Sie i t gre tte ie Se Pre rae a eae ? Ae - ; s heat : . ee tt vA ne i ere ghey e a =f 


ADVERTISING AGE December 15, 1941 


Personnel Shifted 
on Latin-American 
Relations Staff 


Washington, D. C., Dec. 9.—Nel- 
son Rockefeller, Coordinator of In- 
ter- American Affairs, has made 
several personnel changes on the 
New York staff of Don Francisco, 


director of the communications di- | 


vision, by assigning new titles and 
responsibilities to several former 
advertising executives now  pro- 
moting better relations with Latin 
America. 

Russell Pierce, former J. Walter 
Thompson Company executive who 
was brought into the Rockefeller 
organization when the communica- 
tions work was directed by an- 
other J. Walter Thompson man, 
James W. Young, has been appoint- 
ed associate director of the division 
in charge of administration and 
projects of the New York office. 

Sylvester L. Weaver, formerly ad- 
vertising manager of the American 


| Tobacco Company, who obtained a 
| leave of absence Sept. 1 to serve as 
associate director of the communi- 
| cations division in Washington, has 
been named director of the radio 
section and moved to New York. 
Merlin H. Aylesworth, former radio 
attorney and first president of the 
| National Broadcasting Company, 
ae. as chairman of the radio 


section. 

The position formerly filled by 
|Mr. Weaver, now transferred to 
New York, has been assigned to a 
new recruit, John W. G. Ogilvie. 
His post is associate director with 
special radio responsibilities. He 
has had wide experience in Latin 
America and was formerly director 
of radio for the International Tele- 
phone and Telegraph Company. He 
was also president of Radio Cor- 
poration of Puerto Rico. 


Hutton Names Berk 
E. F. Hutton & Co.’s New York 


Inc., 
ing. 


New York, to direct advertis- 


office has named Harry A. Berk, 


THE FAMILY FINDS MERIT IN BLACK ONYX COAL 
AWD YOUR 


Fal 4 nn 


Tin tin Sete 
at Record Level 


The tin container industry is op- 
erating at an unprecedented level 
in an effort to satisfy the progres- | 
sively increasing demands resulting | 
from the national defense effort, the | 
Department of Commerce reports. 
Shipments by the industry during 
the first nine months of this year 
were about 28 per cent ahead of 
last year. 


“We retail pind yea, a. "you 


Future demands are expected to Ania Uhh didn ugar eihpin: Mabbanage 
keep industry activity at a record Dot bad st ll, Dal, aly sometimes on those _ 
pace. The full impact of the Lend- ae wna wat nt a a 
Lease program will not be felt until pobiatincs ea the ell ons whan 
1942, although exports during the o°° )=6g90 Rp enya yy 


first nine months of this year were npee a me: . 
almost 90 per cent greater than in Popular-Priced or ee 
p giack onyk=. eee teat BLACK ONYX B guack 


onyx Goo coat 


the corresponding 1940 period. rere @00D COAL 


Starts Magnesia Drive 
Charles H. Phillips Chemical 
Company, New York, is conducting 
a newspaper advertising campaign 
for Phillips milk of magnesia in 100 
newspapers in the South and on the 
Atlantic coast. Theme of the cam- 
paign is the advantage of waking 
up clear headed. Thompson-Koch 
Company, Cincinnati, is the agency. 


A typical family is employed in a novel campaign by Island Creek Coal Sales Co. 
now appearing in newspapers of three Midwestern states. Illustrations picture 
the same homey characters throughout. 


Resigns Hotel Account 

Bowman, Deute, Cummings, San 
Francisco, has resigned as agency 
for the Mark Hopkins Hotel, San 
Francisco. 


Serial Technique 
Employed in Coal 
Company’s Ads 


The Year's 2esz Poster 


OT, 


(ee) LIFE 
/S FRIENDLY 


@ Our congratulations To | 


D'ARCY ADVERTISING COMPANY, 


AGENCY RESPONSIBLE FOR THE CREATION OF 


ALL THREE OF 


FORBES 


NEW YORK 


THESE PRIZE-WINNING POSTERS. 


CHICAGO 


TOR SHOP 
BY TOR SEA 


Huntington, W. Va., Dec. 11 
Making unusual use of the same 
family continuity style employed }, 
comic strips and radio serials, the 
Island Creek Coal Sales Company 
is conducting a newspaper advert 
ing campaign in Ohio, Michigan and 
Indiana for Black Onyx coal. 

A typical family is portrayed in 
the advertisements, and each of the 
140-line on three column insertions 
portrays some common family oc- 
currence. Keyed to the times, dif- 
ferent advertisements depict the 
grandfather advising coal users to 
“Give Uncle Sam a break” and he!p 
the government by ordering coal 
early; and the family’s draftee home 
on leave, telling his father that he 
likes the army but “sometimes on 
those cold nights I wish we had 
your furnace and some Black Onyx 
coal!” 

The same characters are pictured 
throughout, and give the series an 
element of human interest not com- 
mon in coal advertising. The char- 
acters were selected by Campbell! & 
Reynolds, Chicago, Island Creek's 
agency, from the Chicago mode! 
bureau. 

The base-line signatures make 
use of reverse plate, with the com- 
pany’s brand, Black Onyx, promi- 
nently featured, and the coal’s 
slogan, “popular-priced good coal,” 
appears in every signature. Blanks 
are left for the addition of local 
prices. 


CBS Launches FM 


Station W67NY, New York, new 
FM outlet of the Columbia Broad- 
casting System, has begun opera- 
tions with a schedule of news and 
music programs, Mondays through 
Saturdays, from 3 to 6 p. m., and 
from 7 to 10 p. m. 


Sunlight Soap to R & R 


Lever Brothers, Toronto, Can., 
has appointed Ruthrauff & Ryan, 
New York, to direct radio advertis- 
ing for Sunlight soap in Canada 
Both French and English language 
programs are planned. 


oa ae aces 
: freshing’ 


The Coca-Cola Company and their agency cap- 
tured *top honors at the recent 12th Annual 
Exhibition of Outdoor Advertising Art, with this 
outstanding 24-sheet from the brush of Haddon 
Sundblom. 


Honorable mention went to another poster for 
Coca-Cola, and to the Budweiser 24-sheet fea- 
turing the puppies. 


FORBES LITHOGRAPHED 
10 OF THE “100 BEST” 
In these three posters and in seven others of the 
“100 best,” artistry was maintained intact on the 
finished posters. They're all SEBROF POSTERS — 
a FORBES precision method of lithographic repro- 
duction wherein all the colors are in halftone, thus 
insuring maximum fidelity and eye-appeal. 


LITHOGRAPH CO. 


SEE 


TOMORROW 


The Magazine of the Future 


January Issue 


OUT 
DECEMBER (5 


ON ALL 
NEWSSTANDS 


25 cents 


Advertising rates and sample 
copy on request. 


Creative Age Press, Inc. 
11 East 44th Street 
New York, N. Y. 


P.0.B0X S513 © BOSTON 


CLEVELAND ROCHESTER | 
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Government Copy 
One-Third of 
Britain's Total 


[Editor’s Note: By a strange co- 
incidence, the following dispatch 
from ADVERTISING AGE’s. London 
correspondent, which was airmailed 
Nov. 4, arrived shortly after the 
outbreak of war in the Pacific. It 
is particularly interesting as an up- | 
to-date analysis of government ad- | 
vertising in Great Britain, even| 
though no parallel seems to exist in| 
this country as yet. No widespread | 
plans for government advertising | 
are discernible in this country at | 
present, as the Washington editor | 
of ADVERTISING AGE reports else-| 
where in this issue.] 


By F. A. MARTEAU 


London, England, Nov. 4.—Ac- | 
cording to a report just drawn up 
by Mass-Observation for the British 
Advertising Guild, government ad- | 
vertising in Great Britain during} 
the past 20 months has cost some | 
£2,568,000 (approximately $10,272,- | 
000 at current rates of exchange). 

The biggest spender was the Na- 
tional Savings Committee, with 
£834,100, (about $3,336,000). Yet 
this sum represents only about one- 
tenth of one per cent of the money 
secured, as was pointed out by Sir 
Kingsley Wood, Chancellor of the 
Exchequer, when he justified this 
huge appropriation. 

The other “over £100,000" ap- 
propriations over the 20-month pe- 
riod include the Ministry of Food, | 
£565,000 or $2,260,000; the Ministry | 
of Information, £313,000 or $1,252,- | 
000; the Air Ministry, £190,500 or | 
762,000; and the Ministry of Agri- | 
culture, £104,000 or $420,000. 


Measures Sunday Papers 


To show the prominent place oc- 
cupied by this government adver- 
tising in press advertising generally, 
your correspondent measured up all 
the principal Sunday papers of this 
week and found that over one-third 
of all advertising was devoted to 
government appeals. Some _ such 
government advertisements were 
even competitive, such as those of 
the Auxiliary Territorial Service 
and the Women’s Auxiliary Air 
Force, both appealing to the same 
prospects. 

In the Sunday Pictorial of Oct. 
26, government groups used seven 
different advertisements, all two 
column by varying depths. These 
advertisements, for the Auxiliary 
Territorial Service, the Women’s 
Auxiliary Air Force, the Ministry 
of Agriculture, the Ministry of 
Food, the Post Office and Trustee 
Savings Banks, the Ministry of 
Home Security, and the British 
Railways, occupied a total of 106 | 
column inches. The total amount | 
of advertising carried in that issue | 
was 293 column inches. 


COLUMBIA'S =| 
STATION | 
FOR THE | 

SOUTHWEST 


KF 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


as 


Launches Tri-Lingual 


“Pan American Radio” 

Pan American Radio, a new inter- 
national radio monthly printed in 
English, Spanish and Portuguese, 
has been launched by Pan American 
Radio, 45 W. 45th street, New York. New York, Dec. 10.—A series of 

The magazine is designed to im- | 19 full page advertisements running | 
prove hemispheric relations and to 


report broadcasting developments |!” 10 Macfadden publications, back- 
in the two continents. Herbert | in& the national nutrition move- | has been supplied with 2,500 sets 
Rosen is editor. ;ment, has been made the subject | o¢ reprints of the series ‘together 

| of a giant broadside which the pub-| With the story of the nutrition con- 


To Needham & Grohmann !!"e" mailed to 7,200 leaders in| ference. Macfadden is offering re- 
U. S. 1 Highway Council, Newark,| the food industry as a promotion | prints of the advertisements at cost 
a new organization of business | piece. to those interested in the food in- 
interests in cities and towns be- Macfadden began laying plans for| dustry. The advertisements carry 
tween New York and Jacksonville, the series last spring at the time of | no commercial promotion and have 
_ Soe nl Ge Ge de . the nutrition conference in Wash- been approved by the U. S. Depart- 
campaign advertising the highway ington. Conference and government|ment of Agriculture’s 
to motorists traveling south. | leaders agreed, says Harold A. Wise,| home economics. 


Mactadden Uses 
Nutrition Series 
in Broadside 


greatest service the publications 
/could render “would be in an ad- 
|vertising campaign to sell the 
| American public on the value of 
| nutritional foods.” 


Carry No Promotion 


bureau of 


| vertising Club. 
| Aubrey Kline, vice-president, and 
Leroy Swartzkopf, reelected secre- 
Paul V. McNutt’s Office of De- | tary-treasurer. 


|fense Health and Welfare Services| hold 


| Mactadden vice-president, that the | Millburg Heads Adclub 


Jack A. Millburg, executive sec- 


retary of the San Antonio Graphic 


Arts Federation, has been elected 
president of the San Antonio Ad- 
Other officers are 


The club voted to 
its annual Christmas dinner 
for the Bexar County Home for 
Boys on Dec. 23. 


BUSINESS PAPERS | 


Whe Advertised and Where 
When They Advertised and How Much 
Allin 


BRAD-VERN’S REPORT 


135-21 Union Tnpk., Flushing, N.Y. 


No barefoot urchins are they. Nor are they of the town’s “ne’er do wells”. These fellows 
are solid citizens—with good businesses, trades or professions. They live in good homes 


and drive good cars. They and their families know the United States 
—and they travel it, too. 


There are hundreds of thousands of Toms and Dicks and Harrys 
throughout the country—members of that big fraternity of sports- 
men with the same codes, the same creed. They have made 


SPORTS AFIELD America’s largest selling outdoor magazine—at 


more than a nickel—and they are responsive to its advertising. 


The NEW guarantee is 325,000—at the lowest cost-per-thousand 
for space in the entire outdoor field. 


* qs A peach ; 
SPORTS /:\FIELD 444 MADISON AVE. 


5 A MARKET 


NEW YORK CITY 
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Radio Skyline of 
New York Changes 
Greatly in Year 


BY JUDITH CORTADA 


New York, Dec. 11.—Climaxed by 
Station WHN’s power increase to 
50,000 watts, a succession of major 
improvements’ effected by _ indi- 
vidual stations here during the past 
year has made 1941 an outstanding 
year in New York radio progress. 

Developments include the erec- 
tion of new transmitters, increases 


| 


| 
| 
| 


in power and the extension of 


| 
of a long history, beginning in 1922 


Dodger broadcasts for the 1942 sea- 


broadcasting time, all contributing| when the station began broadcast- | son, to be sponsored by P. Lorillard 
to a vastly improved service for|ing shortly after WJZ, first New |Company for Old Gold cigarets. 


radio listeners in the New York and | York station, went on the air. With 


surrounding areas. 


Among improvements effected by 


At the same |a power of 250 watts and operating | network key stations was the build- 


time, the year to date has been|57 hours weekly, WHN was pur-|ing of a new 50,000 watt transmit- 


notable for the great strides made 
in frequency modulation broadcast- 
ing which acaguired new importance 
as a commercial medium. 


A Long History 


Stepping up its power to 50,000 
watts, WHN last week became one 
of the few non-network outlets to 
use the maximum power prescribed 
by the Federal Communications 
Commission and moved into the 
rank of the four New York key sta- 
tions of the three national networks. 

WHN’s power jump is the climax 


| chased by its present owner, Marcus 

Loew Booking Agency, in 1923 
/when it was merged with WOAO 
_and WPAP and went on the air as a 
'full-time 500-watt station. Power 
went up to 1,000 watts in 1934 and 
janother new transmitter in 1936 
| boosted power again to 5,000 watts. 
| This year WHN moved to 1,050 kil- 
ocycles, after a shift in 1927 from 
760 to 1,010 kilocycles. 

Directly as a result of its ad- 
vanced status, the 50,000-watter put 
a new feather in its cap last week 
{with the signing of the Brooklyn 


ter for Station WABC of the 
Columbia Broadcasting System. Re- 
placing the old plant in New Jersey, 
the new transmitter on Oct. 18 ex- 
panded the station’s coverage area 
and resulted in vastly improved 
service to the former audience. With 
a signal two to ten times stronger 
than before, the transmitter was 
erected on a man-made island, sur- 
rounded by a mile of salt water on 
four sides, in Long Island Sound. 
The first transmitter to take ad- 
vantage of salt water to render im- 
proved service was WEAF’s, which 


! CAN PUT YOUR PRODUCT OR SERVICE 
IN THE BEST HOMES IN MY COMMUNITY 


| Have 1100 Sisters Who Can Do the Same for You in Their Communities 
- » » We ave Welcome Wagon Hostesses 


F.. Maine to California and throughout Canada, we are welcomed into hundreds of thousands of homes every year. 
We are welcomed because we always come bearing gifts and glad tidings. . . . We tell Newcomers to our communities all 
they want to know about schools, churches, clubs, libraries, things to see and places to go. And then we present them with 
a beautiful basket of gifts—our sponsors’ products—and 
tell them what to buy, and where to buy it. 

That they follow our suggestions is proved by the fact 
that during the past fourteen years, Welcome Wagon’s 
technique of suggestive selling has sold millions of dollars 
worth of merchandise and services, to hundreds of thou- 
sands of housewives, in 105 categories of business. Many 
of our clients report continuing sales, day after day, year 


after year, to 60°, 70° and even 80% of all the house- 


wives we call upon. 


In addition to Newcomers, we perform a similar service, 
with certain modifications and enlargements, for Newly 
Married Housekeepers and New Mothers. These three cate- 
gories of women, each entering a new phase of life wherein 
their requirements are increased and new buying habits 
are being formed, are most susceptible to new suggestions. 

Would you like to have your product or service intro- 
duced directly into the best homes in my community, and 
in over 500 other communities? If so, for full information 
on how we can help you increase your sales and your 


profits, just drop a note to Sales Manager, 


1790 BROADWAY, NEW YORK CITY 


THE WELCOME WAGON SERVICE COMPANY 


(A THOMAS W. BRIGGS ENTERPRISE) 


STERICK BUILDING, MEMPHIS, TENNESSEE 


began operations toward the end o: 
|1940. Erected in Port Washingtor 
|L. L, the new plant resulted in ney 
iclarity and stepped up the volum, 
‘of the signal from 2% to 10 time 
| The center of the beam was directe 
|toward the center of Manhatta 
where the heavy concentration . 
stone, brick and steel have been 
major headache for radio enginee 
' A second independent stati 
here will take on 50,000 watt pow 
shortly after the first of the nx 
year when the new plant of Stati 
| WINS will go into action in Ly; 
|hurst, N. J. WINS now opera ‘5 
with power of 1,000 watts on © ¢ 
1,000 kilocycle wave-band to wh } 
'it moved in March. 

Another move for more pow 
was made last week when Sta! >on 
|WNEW exchanged kilocycle p: -j- 
| tion and wattage with Station Wc Vy, 
|Formerly broadcasting on a 
‘quency of 1,280 kilocycles \ th 
| Power of 5,000 watts, WNEW }) ww 
operates on the 1,130 kilocycle 
_wave-band with power doubled to 
| 10,000 watts. As a result of the 


X- 
change of power and position, 
WNEW has inaugurated full-!:me 


operations on Sunday, the only cay 
on which the station has not been 
on the air 24 hours. The station 
will continue its gradual shift from 
recorded programs to live talent. 
Application has been made to the 
FCC for permission to erect a 50,000 
watt transmitter and an FM station. 

Adding a new voice to the New 
York radio chorus, three Brooklyn 
/and one New York station were con- 
solidated May 1 to form Station 
WBYN, the “Voice of Brooklyn.” 
The four stations, sharing the 1,400 
| wave-length on quarter-time opera- 
| tions, had been strongly competi- 
| tive. With the consolidation, WBYN 
| moved to 1,430 kilocycles and with- 
jin the next two weeks will begin 
broadcasting over its new 1,000 watt 
| transmitter. 
| Station WOR. key station of the 
| Mutual Broadcasting System, joined 
the roster of stations operating 24 
hours daily in June when the hours 
|from 2 to 6 a. m. were taken over 
by a new recorded program, ““Moon- 
light Saving Time.” The previous 
month the WOR license was shifted 
from Newark to New York and the 
Newark studios were closed. 

Following a year during which 
the number of frequency modula- 
| tion receivers in the New York area 
|increased from 3,000 to 40,000, two 
|commercial FM stations were added 
to the three experimental stations 
already operating here. Station 
W71INY, FM outlet of WOR, which 
had been broadcasting since April 
| with a power of 1,000 watts, marked 
the dedication of its new 10,000- 
| watt transmitter with the airing of 

its first commercial program. Spon- 
| sored by five advertisers, the pro- 
gram was carried by six other sta- 
tions, the largest FM network to 
date. W7I1NY is the city’s first full- 
time commercial FM station. 

The second commercial FM sta- 
tion in New York, CBS’s W67NY, 
also began operations last week on 
a power of 3,000 watts. FM broad- 
casting will assume even greater 
proportions during the next month 
when W47NY, of the Muzak Corpo- 
ration, and W63NY, of WHN, take 
to the air. 

Expected to go commercial shortly 
are the three experimental FM 
tions: WQXR’s W2XQR, which }5 
now moving its experimental trans- 
mitter from Queens to the Chanin 
Bldg., and will become W59NY: 
NBC's W2XWG, which will tak: 
call letters W5INY, and W2XMN 
owned by Major Edwin H. Arm- 
strong, inventor of the FM system 
which will become W31NY. 


the 
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(Your SHIPMENTS caLeD 
FOR AND DELIVERED! 


Certainly, when you ship by RAILWAY 
EXPRESS, right from your door 
your consignee’s at no extra charge 
within our regular vehicle lim 
in all cities and principal tow: 
Use this service. It pays. Low rate 


RAILWAY43EXPRESS 


AGENCY Inc. 


| marton-wves RAIL-AIR service 
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Bureau Discloses Schaefer Brewing Ups 


Rules for Use of 
British Insignia 


New York, Dec. 11.—With the 
United States and Great Britain | 
fighting shoulder to shoulder in the | 
Pacific and cooperating closely in| 
the rest of the worid’s combat areas, 
it is likely that many American | 
companies may seek to use British | 
insignia in advertisements. The 
division of research of the National 
Better Business Bureau, antici- 
pating this wish, obtained from the 
British embassy in Washington this 
week an Official view on advertisers’ 
use of such insignia. 

The bureau’s report emphasizes 
the embassy’s wish that the royal 
coat of arms be used only in cases 
where the use is justified. “Mem- | 
bers of the Royal Warrant Holders | 
Association—firms which actually | 
have been appointed to supply | 
goods to the Royal Household—are | 
permitted to display the Royal | 
Arms,” the report said. A list of 
these companies is periodically sup- | 
plied to the Federal Trade Commis- 
sion, which considers unauthorized 
use of the insignia an unfair trade 
practice. The FTC has previously 
ordered a number of domestic prod- 
ucts to cease using expressions or 
pictorial representations falsely in- 
ferring British origin or use and 
approval of the product by the royal 
family, or the British government. 

While the embassy is “strongly 
opposed to the unauthorized use of 
the Royal Arms,” it states that “the 
temporary use on special occasions 
of protraits or names of members 
of the Royal family and the flag and 
other national insignia in advertis- 
ing, window displays, etc., generally 
springs from a friendly and compli- 
mentary gesture and is unobjection- 
able,’ provided good taste is exer- 
cised and the public is not misled 
as to the product’s origin. 


Schechter to War Dept. 


A. A. Schechter, director of news 
and special events at National 
Broadcasting Company, New York, 
has been named advisor on public 
relations to the War Department, 
Washington, D. C., reporting to Brig. 
Gen. Alexander Surles, who heads 
the War Department public rela- 
tions bureau. Mr. Schechter will 
retain his post at NBC. 


Whitmore Joins Compton 

John Whitmore, formerly pro- 
gram director of Station WLOF, 
Orlando, Fla., has joined Compton 
Advertising, New York, as a radio 
program supervisor. 


YOU CAN USE ONE 
OR MORE OF THESE. 


DONNELLEY 
SERVICES 


Profitably 
*Direct Mail Advertising 
*Created and Produced 
*Dealer Help Campaigns 
*Automobile Owner Lists 
*Rated Consumer Lists 
* Addressing and Imprinting 
"Contest Judging 
*Premium Mailings 
*Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 

350 E. 22nd St. Chicago, Ill. 

405 E. 45th St. New York City 

127 Venice Blvd., Los Angeles, Cal. 


Morris, Adds Murphey 


John T. Morris has been named 


Education to Be 


assistant advertising manager of | 


He has been a 


ment for the past four years. 
Burnett Murphey, formerly asso- 


ciate editor of Tide, New York, has | 


joined the company as head of a 
newly - organized press _ relations 
division. 


Plan Frozen Food Show 


The second National Frozen 
Foods Exposition will be held at the 
La Salle Hotel, Chicago, Jan. 26-29, 
according to Quick Frozen Foods & 
the Locker Plant, which sponsors 
the exposition. 


|F. & M. Schaefer Brewing Com- | 
| pany, Brooklyn. 


|member of the advertising depart- | 


| 


| equipment will be more timely and 


- 
| tion of tires and automobiles. He alignment, a new service manual on 
points to advertisements recently | the same subject, a manual showing 
used by rubber, tire and automotive! the serviceman how he can enlist 


Keynote of Bear | parts companies advocating con-| his shop in the nation’s conserva- 
Mig. Co. Copy | servation of materials. “It is Bear’s| tion efforts, and a continuation of 


objective to join in this effort! the company’s merchandising pro- 
Rock Island, Ill., Dec. 11.—Bear | through national advertising so that! gram. 
Mfg. Company will stress education | ®t only will the car owner know Van Auken-Ragland, Chicago, is 
of both car owners and servicemen | why he should have wheel align- the agency. 
as its principal advertising themes | ment and balancing ae veee, but 
also where he can get it. Also, 


= 9 . ai . 7 a i 
= apes, believing that its automo- | thousands of servicemen require Andrews Adds to Duties 
tive safety test and correction) «4.0.4: . sivas . : 
instruction on how to perform these Lee Andrews has been appointed 
services,” he said. southern California manager of 
Collier's, Time  and_ business! Liberty, with offices in San Fran- 
which has seen 1940 sales doubled.| papers will be used to present the| cisco. He will also continue as 
President Will Dammann believes! company’s educational program to| Pacific Coast manager of Macfad- 
the need for automotive safety and| consumers and servicemen. Also cen ‘Women s Group and Macfadden 
correction equipment will be more on the company’s 1942 promotional co tig a A a... nape 
keenly felt next year, when every | list is a sound film to show me- Fiioeia. “alike” teint lan 


of Liberty, with headquarters in 
effort will be bent toward conserva-| chanics the wheel | San Francisco. 


necessary than in 194l—a_ year! 


operations of 


400K CITY, 


It’s Economical to Buy WNAX 
The BIG Station 


SSSee Set ee 2 SSS Bie — 


ALL THIS 


and Sioux City — Yankton, Too — 


WITH WNAX 


Just imagine—one radio station “delivering” a seven 


state billion dollar market. 


4,000,000* PEOPLE living in cities, small towns and on 
farms make up the population of the WNAX area. And, 
what's more important, these people have money to 
spend! 


A BILLION DOLLAR CASH FARM INCOME for 1941, 
with even greater prospects for “12, gives this area tre- 
mendous buying power. And, it seems, they spend it all, 


A BILLION DOLLARS IN RETAIL SALES indicates that. 
In fact, if this area were to be considered as a state unit, 
it would rank thirteenth in total retail sales. That’s‘a 
whopper of a market... the kind usually covered only by 
50,000 watts. Because of favorable soil conductivity, wave 
length and distance from other network stations, you get 
it afl with the 5.000 watts of WNAX! 


Litthe wonder that WNAX has the largest commercial 
. that WNAX 
has a consistent record of delivering MORE results at 
less cost. Startling facts and figures on the WNAX mar- 
ket are available. Write WNAX,. Yankton, South Dakota, 


or call your nearest Katz Ageney office. 


* 3,903,636 people. 


“A BLOWN DOLLAR MARKET” 


schedule of any station in this territory 
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December 15, 194: 


Amoco Charges 
Chain Violates 
Oil Trademark 


Rochester, N. Y., Dec. 11. — You | 
can call a football player an “All- 
American” but you can’t sell motor 
oil under the name “All-American,” 
the American Oil Company claims 
in a supreme court injunction suit 
alleging it has exclusive right to 
use the word “American” in con- 
nection with petroleum products. 

The Amoco producer is suing to 
restrain Noah’s Ark Auto Acces- 
sories, Inc., operator of a chain of 
20 retail stores in western New 
York, with central offices here, from 


| American.” 
| word “American” in any combina- 


continuing its four-year-old prac- 
tice of selling Noah’s Ark brand of 
motor oil under the name “All- 
It charges use of the 


tion in selling motor oil other than 
Amoco is an infringement of its 
tradenames and asks damages for 
alleged unfair competition. 

Vilas M. Swan, Amoco attorney, 
said Amoco spent more than $12,- 
000,000 in the last eight months ad- 
vertising its name products and 
trademarks and that the name 
“American” in connection with pe- 
troleum products is identified in the 
public mind with the products man- 
ufactured and sold by Amoco. Ac- 
cording to the complaint, American 
Oil Company and its predecessor 
company have used the names 
“American” and “Amoco” since 
1910 and registered them as trade- 
marks in 1922 and 1923. 

The defendant insisted “Ameri- 
can” is a geographic, common de- 
scriptive name and not the sole 
property of the American Oil Com- 
pany, and argued further the name 
“All-American” does not conflict 
with the name “American.” 


Expands Advertising 

Westinghouse lamp division, 
Bloomfield, N. J., will undertake a 
larger advertising campaign in 1942 
for Mazda photolamps, with plans 
now calling for insertion of adver- 
tisements in amateur and profes- 
sional photographic magazines, and 
expanded use of counter display 
and point-of-sale material. 


Chamberlain Joins NADA 


Roy Chamberlain, for the past 25 
years with Packard Motor Car 
Company, Detroit, has resigned to 
become executive vice-president of 
National Automotive Dealers Asso- 
ciation, Washington. 


“HAVE Y‘HEARD HOW SALES ARE 
SCOOTIN’ FER SMART ADVERTISERS 
USIN' WDAY? BETTER WRITE FER 


THE WHOLE STORY~ 


NOW!” 


WwW DAY FARGO, N. D. S000 WATTS-NBC 


AFFILIATED WITH 


THE FARGO FORUM 


FREE & PETERS. INC. NATIONAL REPRESENTATIVES 


Getting Personal 


Wesley T. Jones, promotion manager of Macfadden Women’s Group, 
has been elected master of Publicity Lodge No. 1000, advertising men’s 
Masonic lodge in New York. Among other officers elected were 
Frank R. Coutant, v.p., Fact Finders Associates, senior deacon; and 
Roy S. Pollock, s.p.m., Fawcett Publications, junior deacon. . . 

Arthur N. Hodges, editor, Nassau Daily Review-Star, Rockville 
Centre, L. I., recently elected president of the New York State Society 
of Newspaper Editors, was honored with a testimonial luncheon 
recently by business and professional men of his city, among those 
present being James E. Stiles, 
publisher, and other executives 
of the newspaper. . James G. 
StahIman, pub., Nashville Ban- 
ner, was one of 43 reserve lieu- 
tenant commanders in the Navy 
recently chosen for promotion to 
commander... 

E. K. Gaylord, past pres. of the 
SNPA, pub. of the Oklahoma 
City Oklahoman and Times, and 
also operator of WKY, Oklahoma 
City; KLZ, Denver, and KVOR, 
Colorado Springs, still finds time 
to be a breeder of some of the 
finest Guernseys in the South- 
west... 

Helene J. Bamberger, daugh- 
ter of Leon J. Bamberger, s.p.m. 
of RKO Radio Pictures, was 
married in Mount Vernon to 
Sheldon Kaplan, New York law- 
yer. Mrs. Kaplan is the author 
of several plays for children. . . 
The household of Leonard M. 
Leonard, v.p. of Raymond Spec- 
tor Company, is the richer by 
one boy, named Anthony, Mr. 
Leonard’s first child. . . 

A. M. Sullivan, a.m. of Dun & 
Bradstreet and associate editor 
of Dun’s Review, exhibits his ex- 
tracurricular talent in “A Day in 
Manhattan,’ a book of radio 
poems published by E. P. Dutton 


DOG BREEDER » 
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Fred Broach, sales manager, Swing-O- 

Ring, Inc., as anybody can see, also is 

a breeder of Chesapeake Bay retrievers 

at his Long Valley, N. J., farm, this 

promising animal being named Cinder- 
ella of Long View. 


& Co. Mr. Sullivan is also president of the Poetry Society of Amer- 
ica and conducted the “New Poetry Hour’ over MBS for seven 
years... 


To thank his friends for their kind ministrations during his recent 
hospital sojourn, John Whelan, b.m. of Haire Publications, sent them 
“a few ‘cutting’ remarks” in which he described in verse the entire 
experience from start to finish. Before his appendectomy, he said, 
“My frequent burps brought no alarm, secure I felt from any harm, 
for bicarb did my stomach charm; in fact, I didn’t give a darn.” And 
now that it’s all over, “So free from bonds of doc and nurse, I close 
this rambling bit of verse, your good deeds did my gloom disperse; 
(I’ll quit right here, ’fore this gets worse.)” 

Robert Trowbridge, of Newell-Emmett’s creative staff, captured 
fourth prize in the recent contest sponsored by U. S. Camera Magazine 
and the British-American Ambulance Corps, for photographs sym- 
bolizing the “V for Victory” campaign. .. Chester W. Dudley, Jr., a.e. 
of B&B, will be married Dec. 12 to Elizabeth Ann Kendall, of Dobbs 
Ferry, N. Y... Anne Wilson Rubicam, daughter of Raymond Rubicam, 
of Y&R, will be introduced to society Dec. 26 at a supper dance 
at the St. Regis... 

Retaining his post as a.m. of the Phillips-Jones Corporation, 
Ed Wilde is also working on the “Heirs of Liberty” program in coop- 
eration with the radio director of the Department of Justice. . . 

J. Truman Steinko, who has just returned to the Crosley Corp., 
Cincinnati, as asst. mgr. of the advertising and sales promotion dept., 
is wondering if the war with 
Japan will mean he will go back 
to the field artillery where he 
just completed 10 months of 
service as a master sergeant. . . 
John L. DeBrueys, Houston 
agency head, has a new home... 

Robert S. Peare, in charge of 
General Electric broadcasting 
and publicity, was one of the 
hosts at a country club party for 
GE radio staff members. . . That 
new heir at the home of Tom 
Armstrong, WTRY — salesman, 
Troy, N. Y., has been christened 
Thomas Cornell. . . 

George H. Starr, pres. and 
genl. mgr., Frontier Outdoor Ad- 
vertising Co., Buffalo, has been 
made a major in the U. S. Air 
Corps and will be assigned to his 
post within 30 days. . . Jerome 
D. Barnum, pub., Syracuse Post- 
Standard, and E. A. O’Hara, pub., 
Syracuse Herald - Journal, have 
been appointed to a special ac- 
tion committee of the Onondaga 
County defense setup to coordi- 
nate its aims and activity. . . 

John Falkner 


BACK HOME 


Lewis Allen Weiss, v.p. and genl. mgr., 


Arndt, pres., Mutual Don Lee Network, is back home 
John Falkner Arndt & Co., again now but here he is with Mrs. 
Philadelphia agency, celebrated Weiss while enroute home by boat from 


his birthday Dec. 6. . . Joseph S. 
Hildreth, v.p. Chilton Co., pub- 
lisher of business magazines, this year has sent more than a ton of 
Philadelphia scrapple to business friends together with booklets on 
“Philadelphia Scrapple” and “Short Tales from the Scrapple Coun- 
SS” a 

Henry Boehm, ad dir., State Co., Hartford, Conn., has fully recov- 
ered from recent auto injuries. . . B. W. Polje, head of Pollyea Adver- 
tising, Terre Haute, will play the role of a befuddled and harrassed 
agency third v.p. in “Skylark,” a Gertrude Lawrence-Donn Cook 
production at the Terre Haute Community theater. . . 


a vacation in Guatemala. 


“World-Herald” Gives 


Bonus to Employes 


Henry Doorly, publisher of the 
Omaha World-Herald, has _ ap- 
nounced the distribution of a bons 
to all employes consisting of 5 per 
cent of their annual earnings. It s 
understood that the “extra di 
dend” will amount to $60,000. 

Mr. Doorly explained the act.» 
of the company as resulting t 
only from’ successful operati: ns 
during 1941, but also a recognit 
of increased living costs assur eg 
by employes. 

The World-Herald, morning, ¢ e- 
ning and Sunday, is the only ne. s- 
paper in Omaha. 


General Outdoor 
Pays 10c Per Share 


General Outdoor Adverti-ng 
Company has voted a paymeni of 
10 cents per share on common s} \ck 
in December, January and Apri] 
and a $10 payment on Dec. 20 on 
account of arrears on Class A stock, 
clearing up all accumulations on the 
latter issue. 

The payment on the com:non 
stock is the first since 1930. 


| Alexander to Colton 


| R. S. Alexander, professor of Co- 
|lumbia University’s school of busi- 
ness, has joined the Wendel) P. 
Colton Company, New York, as 
senior consultant. 


THE CHOICE 
should not 


Quality seeks Quality. 
IMPORTED Havana Cigars 
are the aristocrats of the ci- 
gar world. 


Buy Genuine Imported 


very finest tobacco 
grown in the island's 
most famous fields 


Each puff a new pleausure... cach 


smoke perfection... the regal gift that 
certifies the high regard of the giver 
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RCA Victor can't meet the demand for 
its new models, this full page in the Dec. 
20 issue of The Saturday Evening Post 
frankly admits, but RCA Victor dealers 
can suggest the next best buy and there 
are plenty of Victor records to play on 
them. Reprints of the precedent-break- 
ing boost for other manufacturers are 
being dispatched to dealers. Lord & 
Thomas is the agency. 


Asks Suspension 
of N. Y. Dress 
Institute Drive 


New York, Dec. 10.—Describing 
the promotion program of the New 
York Institute as “wasteful” now 
that the country is actively engaged 
in a war, Louis Rubin, executive 
head of the Popular Price Dress 
Manufacturers Group, Inc., this 
week asked that the dress promo- 
tion clause embodied in the collec- 
tive agreements between labor and 
management be suspended for the 
duration of the conflict. 

The Popular Price Group, one of 
the five trade associations which 
signed the agreements, has previ- 
ously expressed its opposition to the 
program and appointed a commit- 
tee to look into the matter. At the 
time, Mr. Rubin advised against of- 
ficial action and termed the agree- 
ments “the law of the industry.” 
(ADVERTISING AGE, Nov. 10) 

In a letter to David Dubinsky, 
president of the International La- 
dies Garment Workers Union, and 
Julius Hochman, general manager 
if the Dress Joint Board, ILGWU, 
father of the program, the dress 
manufacturer said that in “ordinary 
times” it might be argued that the 
ndustry was bound by the agree- 
ment but that, with the country at 
var, “we are in duty bound to con- 
verve and put at the disposal of our 

ountry all available assets for use 
towards the successful defense of 
the nation.” He asked that 
funds on hand as of Jan. 1, 1942, 
e turned over to the government to 
e used for the country’s defense. 

Expressing the opinion that the 
promotion clause has to date made 

) beneficial contribution to the 
elfare of the industry,” Mr. Rubin 
lso observed that the Institute, 


|formed to carry out the plan for | 
| promoting New York as the fashion 
|}center of the world, 
| been able to evolve a program that 
has met with the approval of the 
dress industry. Whether it will 
ever be successful is questionable 
and, if successful, would at its best 
serve a peace-time purpose to indus- 
try to promote itself by the expen- 
diture of large amounts of moneys 
in this speculative enterprise.” 


WINS Raises Rates 


Station WINS, New York, has in- 


|for a Class A hour from $225 


| $150. 
Jan. 1. 


The changes are 


“has not yet) district sales manager for RCA Mfg. | 


isouthern California, 


creased its base time rates to $350 
and 
raised its daytime hour to $200 from | 
effective | 

| cago. 


| five 


RCA Shifts Managers 


John K. West, formerly Cleveland | 


Company, Camden, has been named | 
San Francisco manager. Harold M. 
Winters, formerly Kansas 


West’s position in Cleveland and 
Harold R. Maag, formerly in charge 
of merchandising activities in 
has been 
named Kansas City district man- 
ager. 


‘Adds Charles Hoefer 


Charles Hoefer, Jr., for the past 
years advertising manager of 
Stephens-Adamson Mfg. Company, 
Aurora, Ill., has joined the adver- 
tising staff of Rock Products, Chi- 


City | 
manager, has been named to fill Mr. | 


‘Poor Richard Club to 


Honor Walter Dear 

The Poor Richard Club of Phila- 
delphia will hold its 37th 
banquet Friday evening, Jan. 16, at 
the Bellevue-Stratford. The ban- 
quet will salute the freedom of the 


| American press, and the club will 


present its gold medal for 1942 to 
Walter M. Dear, publisher of the 
Jersey Journal and president of the 
American Newspaper’ Publishers 
Association, 

To Kleppner Co. 

Franklin D. Baker has _ been 
appointed art director of Kleppner 
Company, New York. He was for- 
merely art director with N. W. Ayer 
& Son in the London and San Fran- 
cisco offices. 


annual | 


‘Gets Steel eee 


Wickwire Spencer Steel Com- 
pany, New York, has appointed 
Fuller & Smith & Ross, New York, 
to direct advertising. 


To MacDonald-Potter 

Frederick Beelby, formerly with 
WIRE, Indianapolis, has joined 
MacDonald-Potter, Chicago agency, 
as radio director. 


EVERLASTING PORCE- 
LAIN ENAMEL GUARAN- 
| TEED FOR 10 YEARS. 


all | 
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IN athens MEMPHIS MARKET 


‘00 Watts 
=~ WMC ... 
MEMPHIS. TENN. 
THE y MARKET 


«x 
Represented Nationally by The Branham Co. 
OWNED AND Toenaves BY 


THE COMMERCIAL APPEAL 


MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
‘c. 


MEMPHIS WwJIDX—JACKSON. MISS 
“RKLITTLE ROCK KWKH-KTBS—SHREVEPORT 
WSMB—NEW ORLEANS ] 
~ 


| key position in this tremendous new market. 


There are lots of half dollars in this prosperous sec- 
tion. Are you getting your share? Never before in all 
its history has the South had more to offer to national 


advertisers than it has today. Atlanta holds the 


Possum up de gum stump, 
Raccoon in de holler; 

Shake ’em down, li’l boy, 
An’ git yo’ ha’f a dollar! 


It is the recognized distributing center—the Southeast’s 


first market. 


In Atlanta The Journal dominates the 


field with the largest circulation of any paper in the 


South. Why? 


Che Atlanta Journal 


“The Journal Covers Dixie Like the Dew” 


paity circutation 160,729 


(214321 sunbay circuLation 


Because a big proportion of 


the activity in the South radiates from Atlanta. 
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Saucy ‘Angelica’ : 
Becomes Permanent 
Forman Character 


Trade Figure Goes 
Over Big in Promotion 
of New Store 


Rochester, N. Y., Dec. 9.—A pert 
little elf called “Angelica” is riding 


amusing consumers daily and at the 


device long familiar in national ad- 
vertising is just as potent when ap- 
plied to retail copy. 


and with a gift of gab that ranges 
from the ultra-sophisticated to the 
charmingly naive, Angelica came 
into being as a buildup for the re- 
cent opening of Forman’s beautiful 


* 7 


giant prints 


Sell it Big! Specialists in 
the ‘developing of clear 
crisp photo-enlargements. 
Blow-ups for every pur- 
pose . . . presentations, 
murals, charts. We'll color 
tone them if you like. If 
you need giant prints . . . 


then you need f° e Ss 


RAPID COPY SERVICE CO. 
CHICAGO 
CLEVELAND 


NEW YORK 


high, wide and handsome here, | 


same time proving to B. Forman | 
Company that the “trade character” | ° 


} 
Dressed in wings and little else, 


ADOPTED PERMANENTLY 
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Ored bom 
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R FORMAN 


proved so popular with readers that B. 
Forman Co., Rochester, intends to use 
the trade character indefinitely in its 
promotion. Abbott Kimball Co. is the 

agency. 


| Bright-eyed, semi-dressed Angelica has 


“I’m Angelica, getting ready for the | enclosure and billhead where she 
|Gala-la.” Her wings standing stiffly reminds the customer, “Come see 
| upright on her shoulders, her bare | the oolala gifts on our new street 
buttocks often shamelessly revealed, | floor . . . but quickly.” 

| Angelica was shown feeding her 

|reindeer: “Now, Prancer, I want 


}you to eat all your spinach!” or Hotpoint Issues 


spraying herself with perfume, “I’m 


| Slamoor from head to toe!” Once, Plqn Book with 


|a deep frown on her face, she la- 

mented “I haven’t a thing to wear!” | ’ 

| and on another day she was all agog Film Release 

‘over the mass of feathers perched| Chicago, Dec. 9.—Lessons learned 

|on her dark curls, ‘““My, what a new | in handling its first full length ad- 

| hat does for a woman!”’ | vertising movie two years ago are 
Subtly registering an air of dis-|incorporated in Edison General 

tinction and smartness, the teaser | Electric Appliance Company’s 28- 

lads not only page exploitation plan book for its 

| . 

| aimed to lead up : | newest motion picture, “Sauce for 

'to the big event 

| but also to sell 

| Christmas mer- 

| chandise by cre- 

_ating a_ holiday 


retail dealers for the company’s 
|Hotpoint appliances. The book is 
‘included in a special exploitation 
package containing flyers, handbills, 
spirit. As open- |announcement postcards, admission 
ing day ap- en | tickets, gift tickets and an eight- 


proached, the | page souvenir program which lists 
feeling of excitement was stepped | recipes for some of the food used in 


new store, and as a means of dram- | up. Angelica told her reindeer, | the picture, and facts about the film 


atizing the establishment’s 


“ner- | “No, no, my pet, don’t look now. | itself. 


sonality.” Created by Abbott Kim- |The Gala-la’s three days off,” and The plan book gives explicit di- 
| ball Company, New York, Angelica | on the next day, “We have to be at| rections for each step in the plan- 
‘is now destined to play a featured | the Gala-la in two days.” |ning, exploiting and running of the 


role in the store’s permanent pro- | 


| motion program 


| 


On opening day, three teaser ads,| motion picture promotion, includ- 


Margaret Mc-_ placed on consecutive pages, showed | ing a weekly schedule of “what to 


the copywriting assignment. 


For three weeks 
|opening, Angelica appeared three 
times weekly in small-space inser- |men of Rochester, in a cellophane | audience and how to get coopera- 


tions in a teaser 
campaign in local 
newspapers. 
Sometimes gay 
and sometimes 
serious, some- 
times the glamor 
girl and some- 
times practical, 
Angelica was 
shown making 
her preparations 


Angelica never 


haveo't® shia ° 


* FA 
e (fp 
oil 


for a mysterious and exciting event. 
Exactly what was in the offing, 


eweert | page insertion showed the reindeer 


Cready, of the agency’s staff, has| Angelica driving her Christmas|do and when,” beginning a month 


‘reindeer closer and closer and|in advance of the showing. The 


preceding the | closer to Forman’s, with a mysteri- | book also tells how to select the 


| e . 
| ous package, a present to the wo- | audience, how to avoid a school-age 


|box on her sled. Finally, a full-| tion of women’s clubs. It contains 
suggestions for prize plans, public- 
ity, invitation letters, telephone in- 
vitations, and spot radio announce- 


| scampering off, while Angelica re- 
| vealed for the first time what the 
|“Gala-la” was by opening the box|ments. The company’s first film, 
|and showing the new store, ready |from which many of these promo- 
| for Christmas shopping. By using a| tion ideas were developed, was en- 
| drawing of only the facade and first | titled, “Blame It on Love.” 


thing more was going to happen be- | tion includes seven different adver- 


the Gander,” now being released to | 


floor, copy suggested that some- Other material for film promo- 


fore the new Forman’s was com-j|tising mats, newspaper publicity 
plete. material, two 24 by 60-inch ban- 

Angelica not only appeared in/ners, auto bumper tags, photos of 
the newspaper campaign but also in | film scenes and standard-size the- 
revealed because | window and store displays, a sou-| ater lobby display cards. Much of 


the only caption on the ads read: | venir booklet and on the statement | this display material also is pre- 


pared to fit into the dealer’s disp] 

| scheme. 

The new film will be previewed 
for Hotpoint dealers at a series §f 
meetings to be sponsored by whole. 
|sale distributors in January. 


Crosley Asks Radio 
Area Be Restricted 


| The Crosley Corporation, Cinc »- 
/nati, has requested the Civil Ae o- 
nautics Authority to declare Mason, 
| O- site of WLW’s§ 500,000-\ «tt 
'experimental transmitter 5» 
| WLWO's short wave outlet, a «e- 
stricted area for airplane tra ‘ic. 
'/Armed guards patroling the tr: s- 
| mitter grounds have been qu id- 
|rupled since Sunday, Dec. 7. 
The stations, including WSAIT, ‘he 
corporation’s Cincinnati 5,000-\ att 
outlet, have recently added Reu ‘ers 
|news service to supplement ‘he 
| Associated Press and Internati: a] 
| News Service now used. 


Gannett Lays Cornerstone 

Frank Gannett, head of Gannett 
| Newspapers, laid the cornerstone of 
| the new $200,000 Plainfield Courier- 
News bldg. in Plainfield, N. J., Dec. 
6. Gannett officials present at the 
ceremony and at a dinner preceding 
it included Chauncey F. Stout, pub- 
lisher and treasurer of the Plain- 
field Courier-News; Frank E. Tripp, 
general manager of the Gannett 
chain; J. Frank Duffy, Gannett 
advertising counsel, and Raymond 
H. Kinney, New York, nationa! ad- 
vertising representative of the 
| Gannett newspapers. 


QUALITY - ECONOMY 


THEY CAN AND DO GO TOGETHER 


NREL ean 


* BOOKLETS COMPLETE 
* FOLDERS COPY & ART 


* CATALOGS  pepagrmenrs 
« SALES HELPS 
LAUREL PROCESS COMPANY 
emis 6480) CANAL STREET, NEW YORK 


MANUAL 
ON REQUEST WALKER 5-3030° 


LAST MONTH 7.600 PEOPLE MOVED INTO WASHINGTON 


(this month most of them are listening to WJS Vv) 


have been pouring into the District of Columbia 


mated rate of 7.600 every month! 


reach Washington's 663.000 oldtimers. On 


] 
WJ i} COLUMBIA'S STATION FOR THE NATION'S CAPITAL 


is the way the country’s most astute advertisers 


50.000-watt WJSV—Washington’s best salesman! 


yo Talk about “Boom Towns”! Washington, D. C. came 
through with a 1940 Census count of 663.000 —a 35°¢ gain 


over 1930! And more was yet to come. This year people 


at an esti- 


And that’s not counting visitors... the thousands who 
come every week to see—and to spend —in the nation’s 
capital, Its based on the 91.200 people who are expected 
to take a permanent place this year in the highest per 
‘apita income and retail sales market in the country. 


The best way to reach these 91.200 newcomers fA 


Owned and operated by CBS. Represented nationally by Radio Sales with f 


offices in New York, Chicago, St. Louis, Charlotte, Los Angeles,SanFrancisco | 
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Long War or Short? 
Take Your Choice... 

In his December issue, 
Swain, editor of Power, speaks 
rather frankly to readers about the 
length of the war, and places the 
responsibility right in their laps. To 
those readers who would agree with 


him that it would be plain common | 


sense to compress defense activities 
into two years and get it over with, 
he suggests the following seven- 
point plan: 

‘1. Even where they hurt your 
local or personal interests, support 
all government efforts to cut the 
non-essential uses of 
copper, brass, nickel, steel, and 
other scarce and vital materials. 

“2. In your own plant, promote 
thrift and ingenuity in replacing 
essential materials by non-essential 
materials and in getting along with 
less of the essential where they 
cannot be replaced. 

“3. Frown on waste of material, 
of man hours, of machine hours, of 
motions. 

“4, Encourage subcontracting to 
spread the defense load, remember- 
ing that thousands of machines (in 
small plants, particularly) are not 
doing the defense job they could. 

“5. Promote efficiency in pro- 
duction, meaning high production 
per machine hour and per man 
hour. 

“6. Promote the 
training of skilled 
supervisors. 


large - scale 
workers 


“7, Finally (and this is the most 


important thing), get more hours 
per week out of each machine in 
a defense plant. Remember that 
40 hours is no good and 80 hours is 
less than 50 per cent utilization 
efficiency. We forget that there are 
168 hours in a week.” 


x 


Two points of special interest in 


the food field at this time are the 
development of a new textile fiber 
trom skimmed milk and the dehy- 
dration of eggs on a 1,200 per cent 
increased basis, according to feature 


articles in the December issue of 
Food Industries. 

* # * 
Three trends to watch, says 
“Building Business,’ published by 
Sweet’s Catalog Service, are (1) | 


rural farm population is stationary; 
(2) the population of city suburbs 
is growing faster than the cities 
themselves; (3) the South and West 
are gaining in population more than 
the North and East. 
4 * * 
Big increases now in the making 
for aircraft production as part of 


PRINTING 


AITHORN service is 
Dotn — Ad- Setting, 
Engraving and Printing. You 
can use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


& 


Faithorn Corporation 
504 Sherman Street, Chicago, Illinois 


4 Complete Day and Night Service for 
Advertisers and Advertising Agencies 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


Phil | 


aluminum, | 


and 


up, supplies are allocated, or sellers 
are unwilling to make commitments 
|at present ceiling prices. 
lessened inducement to buy ahead 

Newest radio plane locator is so is also a factor. 
sensitive it can pick up enemy fight- | stocked; fear of transportation tie- 
ing craft 50 miles distant, reports | up is removed; there is less desire 


| put is scheduled to reach over 4,000 
units per month, including about 
500 heavy bombers. 

K * * 


“Wall Street Journal.” It mechani-|to increase inventories; and the 
the victory program won't have cally reports on height, distance, | price outlook is less one-sided. 
_any substantial effect on deliveries speed. Some military men predict | a EB 
|much before the latter half of 1943,| that it may make optical range| According to records of the 
| says Aviation for December. Build-| finders obsolete and revolutionize | Securities and Exchange Commis- 
ing productive capacity takes time, | night fighting. |}sion, records of 21 corporations 
and in addition there ‘s the prob- . * 4 | filing reports on June 30, showed | 


lem of manpower and materials. | 
By the end of this year production 
is expected to be substantially bet- 
iter than 2,500 planes per month 
and will probably reach something 
_ between 3,000 and 3,500 units by 
next July. By July, 1943, the out- 


The main reason for the slacken- | an 18 per cent average increase in 
ing in forward orders which has |the highest paid executives’ sala- 
been noticed in recent months is | 
inability to place them, says the 
December bulletin of The National 
City Bank of New York. This is 
because some producers are booked 


of all executives in those corpora- 
tions of 14 per cent, Rep. Albert 
Gore of Tennessee told the recent 
Congress of American Industry. 


| Retains Joseph Jacobs 


However, | 


ries and an increase in the salary | 


| International Cellucotton Prod- 


|}ucts Company, Chicago, will retain 
the Joseph Jacobs Jewish Market 


Buyers are well | Organization, New York, as special 


merchandising and _ advertising 
counsel in the Jewish field for 1942. 
|Kotex copy will be continued in 
| Jewish dailies and the radio pro- 
| gram, “Women in the News,” will 
be renewed on Station WEVD, New 
York, for another 26 weeks. Lord 
|& Thomas, Chicago, directs the 
account. 


Barclay to “Sea Power” 

Lt. McClelland Barclay, artist 
|and illustrator who is now on 
active duty with the Navy, has been 
appointed art director of Sea Power, 
New York, official magazine of the 
Navy League of the United States. 


bile was DeLuxe 


place the past few 


Wit Fotd Did 


for Automobiles... 
Consolidated did for Paper 


Do you remember when an automo- 


only a few people could afford? Then 
Henry Ford, with his manufacturing 
genius, pioneered in the development of 
a low priced car and almost overnight 


put a Nation on wheels. 


A. similar trans/ormation has taken 


industry. Another pioneer put DeLuxe 


Printing within the reach of everyone 


transportation which 


years in the printing 


prices. 


Cnsobedaled ww F 
AT UNCOATED PAPER PRIC 


Formerly those who wanted first grade, 
realistic reproductions on finely coated stock 
were like the original motor car owners. They 
had to be able to pay the extra cost. The 
majority of Advertisers, Printers and Publish- 
ers “got along” with uncoated paper, sacri- 
ficing printing excellence for economy. Then 
Consolidated Coated was perfected and the 
following “firsts” resulted: 


afford to print on a fine enameled paper, 
increasing reader interest through higher 
quality printing and stepping up the mer- 
chandising value of advertising illustrations. 

For the first time great mail order houses 
could illustrate their goods on coated paper 
as frecly as they wished, giving their catalogs 
added attractiveness and displaying merchan- 
dise almost as realistically as on dealers’ 
shelves. 


For the first time fine halftones could be 
faithfully and vividly reproduced on a coated 
stock so low in price that printers and adver- 
tisers could use it for the majority of their 
printing. 


There is a grade of Consolidated Coated 
Paper just right for nearly every job. Ask 
your printer or paper merchant, or write us 
for samples which prove that finer printing 
on coated stock need not add anything extra 
to paper costs. 


For the first time every publisher of a 
magazine or trade or technical journal could 


Consolidated Coated Papers are stocked and sold by leading Paper Mer hants in the 
important cities throughout the Nation. It will pay you to learn all about them. 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


when Consolidated became the first lo 


produce coaled paper al uncoated paper 


CONSOLIDATED WATER POWER & PAPER COMPANY 
SALES OFFICES 
135 SO. LA SALLE ST., CHICAGO 
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Bastian Reorganizes 


Bastian Brothers Company, Roch- 
ester, advertising specialties, has 
notified preferred stockholders that 
a reorganization plan to enable the 
company eventually to resume pay- 
ment of dividends has been ap- 
proved by more than two-thirds of 
the preferred holders. Reorganiza- 
tion of the company’s financial 
structure has been under considera- 
tion for some time. 


Advances W. L. Menne 


Wilber L. Menne, formerly assist- 
ant Western manager of Popular 
Science Monthly, with offices in 
Chicago, has been appointed West- 
ern manager. 


(“nero (eo 


To cover this prosperous 
American Market, US) 


Puerto Rico 


ILUSTRADO 


Most up to date Latin 
American Mlustrated Weekly 


Write for rates ond specimen copies 


420 Lexington Avenue, 


CFAC Planning 
3-Day Midwest 
Meet in March 


Chicago, Dec. 11.— The Chicago 
Federated Advertising Club will 
expand its educational conference 
of last March to a three-day Mid- 
west Sales and Advertising Confer- 
ence early next March, the board 
of directors of the club has de- 
cided. The conference will consist 
of talks by advertising and sales 
leaders and of clinics with a pro- 
gram designed to appeal to mem- 
bers of the advertising and sales 
professions throughout the Middle 
West. Heading up the committee 
in charge of preparations for the 
conference are Prudence Allured, 
publisher of the Manufacturing 
Confectioner, and John W. Ladd, 
manager of the advertising and 
business development division of 
the United States Savings and Loan 
League. 

The annual Christmas party of 
the CFAC for the Off-the-Street 
Club, which will be held at 12:15 
p. m., Dec. 18, in the Grand ball- 
room of the Hotel Sherman, will 
include entertainment by Off-the- 
Street Club kids, Dinning Sisters 
trio, Hoosier Hot Shots novelty 
quartet, Ethel Shutta, soloist, and 


an intellectual sparring match be- 
tween the Quiz Kids of radio fame 
and a Chicago All Stars panel con- 
sisting of Howard Vincent O’Brien, 
Chicago News columnist; Judge 
J. M. Braude, of the Chicago muni- 
cipal court; Judith Waller, educa- 
tional director of the central divi- 
sion of NBC; Kenneth Laird, 
Chicago office of Young & Rubicam, 
and Herb Graffis, Chicago Times. 

Third annual advertising awards 
of the CFAC, for outstanding ad- 
vertising achievements in Chicago 
in 1941-42, will be made in March, 
the board decided. The _ club’s 
traffic safety campaign, under the 
direction of Wesley Nunn, advertis- 
ing manager of Standard Oil of 
Indiana, will break Dec. 29 or two 
or three days later. The board 
revealed that the committee now is 
working on media to be used for the 
campaign. 


Saks Answers FTC 

Saks & Co., New York, has filed 
an answer to the Federal Trade 
Commission complaint charging it 
with misrepresentation in selling 
women’s shoes made from Vinylite 
under the trade name of Glastique. 
The complaint charged that the 
glass-like appearance, plus the 
name, misled purchasers into be- 


lieving the shoes are made of glass. | 


Saks denied the allegations, except 


Day and Night 
Operation 


You will find upon investi 
| gation that we appreciate 

Catalogue, Publication and 

General Printing require 
|| ments and that our service 
|| meets all demands. We 
| will be glad to help solve 

your printing and asso 
| ciated problems. 


ENGRAVERS ° 


NATIONAL 


One of the largest, most efficient and completely 
equipped printing plants in the United States 


NATIONAL AND LOCAL 


Catalogue, Publication and General Printing 


ONE OR MORE COLORS 


7 Business Methods and Financial Standing the 
. = : 5 : 
Our SPECIALTIES Highest Use NEW TYPE for 
(Inquire. of De & Bradstreet, Inc., or other Credit | 
| yencies and First National Bank, Chicago, Illinois.) | 
! CATALOGUES - Catalogues, 
} PUBLICATIONS Advertisements 
| | BOOKLETS Proper Quality and General 
| se 
| HOUSE ORGANS Because of up-to-date equipment and - yoy: . 
e have a large itter t 
PRICE LISTS best workmen type casting machines and | || 
witk ur syster havin 
FLYERS Oui , r own type fo 4 
( t r iry—we 
ui k te Be, . —— y 
PROCEEDINGS B 7 Delivery q | lee otnen belt Gee tt 
ecause oO utomatic machinery an tomers for future editi 
CONVENTION Rev and Niaht mevico We bave ai ctamuet bee 
DAILIES y at 8 ice - i spe a type faces will 
‘ a e furnis ed if desired 
ALSO GENERAL Right Price Clean Linet 
PRINTING B on a ee 
ecause of superior facilities and efficient 
requiring the same equir ee ' and Monotype 
ment and facilities to pro management. Faces 
duce 
° e We have a large number of 
ebenidenen Satisfied Customers Linotype and Monotype ms 
the ire in the 
sunotype, Monotype, Ludlow, | Qur large and growing business is be- nee SF Sapo spares 
cause of satisfied customers, because of | and faces fu 
PRESSWORK repeat orders. We are always pleased ee See 
| The usual and unusual! 1 > 
hie sateen. “ue — to give the names of a dozen or more of Good Presswork 
and most economical! our customers to persons or firms con We have a large number of 
: ‘ ; ms . ’ r.¢ jate presses the us- 
BINDING templating placing printing orders with ual and unusual, alse Color 
The usual and unusual. also | US. Don't you owe it to yourself to find ie dia on or 
machine gathering, machine out what we can do for you? ee a a ee 
covering, special trimmers : : : 
Special Folders Unusual Consultin ith } ' p sat Binding and 
Wire Stitchers The largest Oonsu gQ wa us abou your rinting shh My 
and most economical problems and asking for estimates does peng J co . 
not place you under any obligation whatever dir aegis me 
MAILING ries ain apeines loiding, gatherin “4 
It desired, we mail your | Let Us Estimate on Your Next Printing | !acilities of o 
printed matter direct from , n ing depa 
Chicago — the central dis The LARGE and the SMALLER ORDERS urge that we 
tributing point post office or 
(We are strong on our Specialties) pecan Blea ia 


Printing Products Corporation 


PRINTERS 
ONE OR MORE COLORS 


Telephone WABASH 3380 — Local and Long Distance 
Polk and La Salle Streets « Chicago, Illinois 


ELECTROTYPERS | 
MAKE A PRINTING CONNECTION WITH A SPECIALIST AND A LARGE AND RELIABLE PRINTING HOUSE 


LOCAL 


Printing and Adver- 
tising Advisers 


idvise in determining meth 
for economical production 
If you want copy and illustra- 
tions prepared for one issue of 
printing or an advertising cam- 
paign planned we assist in 
securing catalogue compilers 
advertising writers, artists, de 
signers, illustrators, proper 
agency service, counselors or 
any other assistance requested. | 


We 


ods 


RED & WHITE TO PUSH PRUNES HARD 


A special deal in which Red & White stores’ prunes will be pushed in conjunctioy 
with a set of encyclopedia is expected to put more promotion push behind th: 
lowly prune in many a month. 


Red-White Stores 
Push Book Offer 
in Prune Drive 


Chicago, Dec. 11.—Beginning Jan. 


that Vinylite is one of the materials. 9 the Red & White grocery stores 


will begin an intensive, double-bar- 
reled appeal to the intellectual and 
gastronomical appetites of present 
and prospective customers in which 
a buyer of a package of Red & 
White prunes will be able, with the 
addition of 25 cents, to get one vol- 
ume of the New American Ency- 
clopedia. 

Window banners, newspaper ad- 
vertisements and handbills are 
among the devices which the stores 
will use in preparation for the 
national dried fruit sale planned for 
Jan. 9. The prune-encyclopedia 
deal will be referred to as “the 
‘new deal’ on Red & White prunes.” 

In making this offer Red & White 
store officials believe they have 
found the answer to the heretofore 
difficult task of making the prune 
something to get excited about. 


| P 
| Pacific 


of the new 
pleted throughout the United States 
by 


volumes. 
of the prunes, 
each package, a customer 
the entire set. 
on the prune package, now gli 
ing in a new red and gold design. 


Steere Expands Office 


“This offer is being tested in the 


Coast states now,” iid 
| Howard Kuhn, assistant advertis- 
|ing manager. “The response has 
been most gratifying. Distribution 


package will be com- 
late December.” 

The encyclopedia consists of eight 
By buying eight packages 
plus 25 cents with 
can get 
This offer is detailed 
ten- 


Howard D. Steere Advertising 


Agency, Detroit, has expanded its 
offices in the David Stott bldg. to 
make room for the studio of Reg. 
F. 
Charles has been in charge of art 
and layout for the agency. 


To “Bankers Monthly” 


Charles & Associates. Mr. 


Gerald Dumars, formerly adver- 


tising and sales promotion manager 
of Savings 


Bank Journal, New 


York, has been named _ Eastern 
business manager of Bankers 
Monthly, Chicago. His headquar- 


ters will be in New York. 


P-s-t... Why Waste Time?... 
Use "Inside Pull" for Sales in 
the Tri-City Market! 


You're not alone. Numerous advertiser 
have tried to do a selling job in the active 
spending Tri-City market with “outside 
voices”. One by one they’ve found they J 
were actually wasting time—as far as this J 
prosperous area was concerned, These a: 
THE PERFECTLY vertisers now are carrying regular -ched- 
BALANCED MARKET ules on WHBF . . . and getting not only 
<s ; ATTENTION—but ACTION! Good ree 
Coghes, homie at ae felts sons: for the 1,741,442 good income folks § 
a ee reef in the Tri-City area WHBF is the single 
a “TRILLION DOLLARS an. source of faithful 5000-watt service | 
ann och dhe eee hours daily . . . “hometown” service 4 
tion’s richest farming coun- ways available regardless of weather. Let J 
“Peed tar Del ered us show you the “INSIDE PULL” for Tt J 
tion Served by WHBF, City sales results YOU want. Write! ; 
Howard H. Wilson Co. National Representativ® 9 


Basic Mutual Network Outlet 


FULL TIME 1270 K C 


THE 5000 WATT 
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Radio Advertisers 
Continue Drives 
In Spite of War 


tune with current events. 


Listen- 
ers to S. C. Johnson & Son’s “Fib- 
ber McGee and Molly” on NBC, for 
example, heard a telegram from the 
Defense Savings Staff urging that 
advertisers promote the sale of de- 
fense stamps in the United States 
and the equivalent in Canada. 


For “We the People” on CBS, 


|General Foods Corporation hastily 


Networks to Launch 
New Programs, Renew 


Old Ones 


New York, Dec. 11.—Several new | 
programs and renewals of current 
shows received by NBC and CBS 
this week were regarded as proof 


that the war has not stampeded ad- | 


vertisers into curtailing current 
schedules or dissuaded them from 
new efforts. 

At NBC, Emerson Drug Company 
for Bromo Seltzer will launch on 
Jan. 8 “The Adventures of Ellery 
Queen” on 10 Red network stations 
through Ruthrauff & Ryan. In ad- 
dition, Adam Hat Stores, Inc., has 
scheduled a fight broadcast for Dec. 
18 on the Blue network and Ontario 
Travel & Publicity Bureau, begin- 
ning March 20, will air a program 
for 15 weeks on the Blue through 
Walsh Advertising Company. 

Programs renewed at NBC in- 
clude “True or False,” by J. B. Wil- 
liams Co., for 13 weeks. With the 
renewal, Williams added eight sta- 
tions in the United States, making a 
total of 63 Blue stations, and a coast 
to coast network of the Canadian 
Broadcasting Corporation, with J. 
Walter Thompson Company han- 
dling the account. D. L. Clark Com- 


pany has also renewed for 13 weeks | 


“Service with a Smile,” aired over 
54 Blue stations through Albert P. 
Hill Company. 


Renewed for Year 


Programs renewed for a year at 
CBS this week were Glenn Miller 
and his orchestra, aired over 99 
stations by Liggett & Myers Tobacco 
Company for Chesterfield cigarets 
through Newell-Emmett Company; 
news by Knox Manning, aired over 
17 West Coast stations by Los An- 
geles Soap Company through Ray- 
mond R. Morgan Company. “Meet 
Mr. Meek,” was renewed for 13 
weeks by Lever Bros. Company for 


Lifebuoy through Ruthrauff &| 
Ryan. 
The interruption of commercial | 


programs for news broadcasts gave | 
rise to the problem of rebates. NBC | 


and Mutual plan to give rebates 


where a considerable portion of a| 


program, or the whole of it, is taken 
over for news. For brief cut-ins, 
neither NBC nor Mutual will reim- 
burse the advertiser. CBS, pending 
adoption of a definite policy, will 
take time when necessary and con- 
sider each case on its own merits as 
far as rebates are concerned. 
Several programs were aired this 
week with changes injected at the 
last minute to make them more in 


Whose trade mark is this? 


If you'll write Collins, Miller 
& Hutchings, Inc., Photo- 
engravers, 207 N. Michigan 
Ave., or phone FRAnklin 


5854, we will tell you. 
Tn SC RR oR eR 


recruited three young men who 
were found standing in line to en- 
list in the Navy, and Arthur 
Monken, Paramount News photog- 
rapher, and in addition, an address 
by Gov. Saltonstall of Massachu- 


Hawaiian Tourist 
Copy Torpedoed 
in Jap Attack 


(Picture on Page 1) 

San Francisco, Dec. 11.—Those 
marauding Japanese bombers at- 
tacking Hawaii last Sunday made a 
shambles out of a lot of four-color 
magazine copy, it was revealed here 
today. Not only has the Hawaiian 
Tourist Bureau been conducting a 
vigorous campaign for tourists in a 
wide list of U. S. magazines but the 


Atlantic for January, House Beauti- 
ful for December and January, 
House & Garden for January and 
National Geographic for February. 
All of this is four-color copy, in 
many instances on cover pages. 
Among the copywriting gems, 
wrenched so viciously by subse- 
quent events, were such advertise- 


‘ments as that tragically headlined, 


“A World of Happiness in an Ocean 
of Peace.” 


Matson Line copy, which also suf- | 


fered from the attack, is scheduled 
in such magazines as Cosmopolitan 
for December and January, Harper's 


March, November and December, 
1942, issues of National Geographic. 
These advertisements also were in 
the four-color category, many of 
them bleed cover pages. 


S & Z Names Frankel 

S & Z Mfg. Company, Chicago, 
slip manufacturer, has named Jones 
Frankel Company, Chicago, to 
direct its advertising. 


WHY BE DISSATISFIED? LET 


setts was altered. Two previously 
scheduled acts were scrapped and 


series of 


Matson Line also has 


scheduled a 
with copy on 


Bazaar for December, National Geo- 
raphic for December and January, 


UREAU 


Joe ” 1PPING 


INC. 
the new ones rehearsed between Hawaii. Redbook for December and Janu- SOLVE YOUR CLIPPING PROBLEM 
Monday afternoon and Tuesday Among the magazines on the Ha-|ary and Vogue for Dec. 1. Matson 74 Trinity Place—New York 
: P ‘J . ‘ : ‘ : : : Phone: BOwling Green 9-7294. 
night when the show was aired. waiian Tourist Bureau schedule are also had scheduled copy the 

grass growing either in the streets or 


Cleveland Press 


A SCRIPPS-HOWARD 


THE CLEVELAND PRESS has the largest 
total circulation and the largest city circulation 
in its history: over two-thirds of the entire 
circulation of The Cleveland Press is home 
delivered. [t is the ONE newspaper that offers 
a deep penetration of worth-while Cleveland 
homes. From this deep penetration comes Power... 
power to do good; power to move goods. 


The 


NEWSPAPER 


OMEBODY or other created quite a sen- 
S sation back in 1932 with a magazine 
yarn about grass growing in Cleveland 
streets. This was an exaggeration of equal 
magnitude to the premature reports of 
Mark Twain’s death, but it caused a lot of 
people, for a number of years, to feel very 
sorry for Cleveland. In fact, the whole 
thing may have been all for the best, be- 
cause so many people, particularly on the 
Eastern seaboard, were so busy feeling 
sorry for Cleveland that they forgot many 
of their own troubles, thus giving recovery 
a chance to catch up with them. 

Of course these people are feeling about 
as sorry for Cleveland nowadays as they 
are for the Chicago Bears. With its mills, 
factories, and transportation systems run- 
ning full blast, and its retail stores doing 
the biggest volume in history, the Cleve- 
land market is absorbing consumer goods 


and services like a sponge. Its more than 


300,000 families are buying foods, cor- 


respondence courses, radios, automobiles, 
house furnishings, phonograph records, 
toilet supplies, jewelry and what-have-you 
with all the restraint of a pelican sighting 
a school of fish. Cleveland’s latest title 
Aircraft Parts Capital of America—is just 
one of many that are bringing in cash 
along with the kudos. In brief, Cleveland 
is a market today that is ready and able to 
buy almost anything that an honest manu- 
facturer or retailer wishes to offer. 
Naturally, all this is very pleasing to 
Clevelanders, and especially to Cleve- 
land’s newspapers. In our role of civic con- 
science for the community, we were very 
much disturbed at that story about the 
grass growing in our streets, and certain 
subsequent tales that achieved circulation. 
We spent a great deal of time investigating 


the matter, but were unable to find any 


““CLEVELAND 


under the feet of our citizens, 

We did, however, make a discovery 
about grass in Cleveland that is worthy of 
note, and may, indeed, have been the cause 
of the confusion. It is simply that there is 
probably more grass grown in Cleveland 
than in any American city of similar size. 
This is caused by the fact that 650 of our 
families live in single or two-family 
houses, most of which are surrounded by 
yards, The temptation to grow grass, flow- 
ers, and even vegetables in these yards is 
almost 1006 irresistible. 

Aside from its obvious influence on the 
Cleveland market for seeds, fertilizer, 
lawn mowers and garden tools, this fact 
has other significant results. Certainly 
people who live in houses find themselves 
engaged in housekeeping to a far greater 


extent than people who don’t. They are apt 


to be excellent prospects for electrical 


a | 
Da 


appliances, furniture, rugs, and similar 
items. They do more home entertaining, 
which builds up their budgets for meats, 
groceries, baked goods, beverages and 
tobacco. They are more likely to do the 
laundry at home, to have larger families, 
and to make more use of their automobiles. 
All in all, the type of city life symbolized 
by Cleveland’s acres of grassy lawns is the 
type that is best adapted to the needs of 
national advertisers. 

To take advantage of the situation, 
Cleveland’s newspapers offer a home cir- 
culation that matches the Cleveland home- 
dwelling population. These newspapers 
are read in the home, and acted upon under 
the influence of household needs. Adver- 
tisers who wish to cultivate the “green 
pastures” of the Cleveland market will 
find its home-dwelling newspaper readers 


their most responsive audience. 


1S A NEWSPAPER MARKET“ 
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December 15, 194) 


Advertising Faces 
War Problems with 
Firm Optimism 


(Continued from Page 6) 


mobiles. (New and more drastic 
production cuts have already been 
ordered in Washington, as reported 
elsewhere in this issue.) 


Institutional Copy Continues 


During the period of passenger 
car scarcity, obviously there will be 
no need for selling copy. Some in- 


stitutional advertising is certain to 


Sparkling 


Halftones 


DIRECJONE 


Send for samples which 
illustrate 2 wide variety of 
merchandise. It is astonish- 
ing how DIRECTONE (fine 
screen halftones printed di- 
rect) snaps up detail and puts 
quality into newsprint print- 
ing. Our samples of recent 


jobs are most convincing. 


SHOPPING NEWS 


“Rewsetor “Division CLEVELAND 


‘go on in order to keep the manu- 
facturer’s name before the public 
and to protect the dealer organi- 
zation. But agencies with automo- 


tive accounts are getting set for lean | 


days ahead. And the situation in 
the refrigeration business is almost 
as bad. 

Agencies serving accounts not so 
intimately tied up with defense are 
less jittery. Some of these report 
no unfavorable reaction as yet from 

| their clients and don’t look for any 
important change in their picture at 


least for some time. They do ex- Pittsburgh Goes Ahead 


| pect further revision in type of copy 


ADVERTISING AGE 
place, advertising here will remain 
stable. There have been a few iso- 


lated instances of a switch in adver- | 


| tising copy to plug American-made 


| 
| 


| 


products by firms who had foreign 
as well as domestic competitors. 
Other than this, there has been no 
change in advertising plans. 

Crown Shade & Screen Company 
broke the first “war necessity” ad- 
vertisement in local newspapers— 
an 80-line ad featuring blackout 
shades. 


PITTSBURGH.—As far as can be 


| and appeal, and very likely changes | ascertained by a quick but fairly 


in emphasis that will be placed on 
| various markets. 


Boston Stays Calm 
BOSTON.—Although a consider- 
able amount of confusion resulted 
| in local advertising circles as a re- 
| sult of the Japanese war this week, 
ino immediate changes were fore- 


| seen by local agencies and media in 


advertising plans. The larger agen- 
cies all reported that there had been 
|no plans to curtail advertising on 
the part of their accounts. Some of 
the other agencies indicated they 
felt that the war might result in 
some changes of plans, but nothing 
| definite has resulted as yet. 

| The Boston newspapers and radio 
| stations have, as yet, not been ap- 
prised of any changes of plans by 
| the larger advertisers. It is not felt 
| that the small accounts will make 
any changes in their advertising 
| plans for the present at least. 


Little Change Seen 


It is generally expected that con- 
ditions will remain static, at least 
/until the first of the year. The air 


jraid alert on Tuesday 


| there may be a general curtailment 
|of some industries, but as yet these 
|industries have made no decision 
regarding their advertising. 

For the most part, it is felt that 
until some definite action takes 
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“Best Wishes for 
aresultful 1942 


Jrom all Of us, 


all of Yow... 


RADIO STATION 


WOAT 


SAN ANTONIO, TEXAS 


general round-up by ADVERTISING | 
AcE in Pittsburgh this week, no im- 
mediate effects of the war with 
Japan are apparent on advertising 
plans or schedules. While it is too 
soon to come to any definite con- 
clusions, advertising managers and | 
agencies of companies doing na-| 
tional advertising were inclined to) 
the belief that schedules and pro- | 
grams already planned for the new 
year would remain intact to a large 
degree unless developments, now | 
unforeseen, should make disruptions 
or changes necessary. 

The Aluminum Company  of| 
America, for one, intends to 80 | 
ahead with its original advertising 
program for 1942 which will be pat- 
terned closely after that of 1941. 
This company early this year dis-| 
continued all product advertising 
and confined its efforts entirely to 
institutional and educational mes- 
sages. Since it has been “all-out” 


| for defense for many months, there 


is no reason to believe that the 
actual entrance of the country into 
war will make _ necessary 


served to| plans. 
drive home the fact that the East! 
Coast also is in the war and that} 


Heinz Forges Ahead 


A spokesman for the H. J. Heinz | 


Company indicated that, insofar as 
the company could determine now, 
its advertising program in all media, 
as originally charted earlier in the 
year, would be continued without 
change to its conclusion. 

Local agencies handling national 
accounts reported that, so far, they 
had received no intimation from 
such clients of any changes or cur- 
tailments in advertising programs 
for 1942. In fact, these agencies 
report that budgets for national ad- 
vertising in 1942, particularly in the 
trade papers, are up over 1941. 


The war may have some effect on When you buy, 


_the volume of retail advertising for 


| newspapers. 


| 
| 


| 


| 


| bilities. 


Christmas carried in the Pittsburgh 
So far, however, little 
no curtailment has been 
denced and the larger space users 
are “carrying on” as usual. 

Local radio stations have felt no 
effects to date, according to a gen- 
eral report, and time sales have 
been largely unaffected so far. 


White Gives Reasons 


CLEVELAND.—Contacts with na- 
tional advertisers, agencies, and 
newspapers in the Cleveland dis- 
trict disclose that the declaration of 
war has had no effect on advertis- 


or 


ing, and an optimistic feeling is 
apparent. 
George H. Scragg, director of 


advertising and sales promotion for 
White Motor Company, says: “The 
White schedule for next year was 
determined before we entered the 
war, but, in its planning, war was 
considered as one of the big possi- 
Whether we were oper- 
ating on a defense basis or a war 
basis, our plans were to give the 


| Zovernment every resource that we 
|} could. As the facilities given to the 


government are increased, naturally 
our production of trucks will be 
decreased. The very fact that we 
are not putting out as many domes- 
tic products to speak for themselves 
leads us to believe that we must 
increase our other methods of 
approach. If not as many White 
trucks are being delivered and 
White salesmen are not making as 
many calls as usual, we feel that 
we need more advertising as a sub- 
stitute. This is also an obligation 
to the salesmen called to military 
duty. We must protect our market 
and keep our customers sold. Thus 
we are using an increased adver- 


| 
| 


evi- | 


“Help Wanted,” 


cash with order. 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 


$4.75 per inch. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge §1. 


ai 


The rates for this department are as follows: 


“Representatives Wanted,” ; 4 
Ter s 


FOR SALE 


Newspaper Weekly—established 19) 


years. Net earnings last 8 years over 
$10,000 yearly. Sacrifice for cash. 
Box 3552, ADVERTISING AGE, Chgo. 


Magazine, National 
lished 1955. Money 
right for quick sale. 
jox 3553 ADVERTISING AGE, Chgo. 


Monthly. 
maker 


Estab- 
Priced 


HOUSE ORGANS 


Mr. Sales Manager! 
show you how to help your 
produce more through a 
personalized house-organ You serve 
as editor I do the work. Write for 
free samples. Edward Edelstein, 201 
N. Wells St., Chicago, Illinois. Dear- 
born 8557 


Let me 
salesmen 


HELP WANTED 


PHOTO ENGRAVING SALESMAN: 
well known firm will pay salary and 
commission to right man. 


Box 3550, ADVERTISING AGE, Chgo. 


|ing fluent copy for publication, + 


| Box 


_ HELP WANTED 
Copywriter Wanted, Real opportur y, 
with successful firm, for young n 


who has advertising department or 
agency experience. One now in ju: or 
position might qualify. Must be 


satile and creative—capable of 


and direct mail advertising. Ww 
xiving experience and enclose p! 
graph. 

3551, ADVERTISING AGE, ¢ 
OPENING FOR A GOOD MAN 
want a man who can sell adver- 


We 


| tising by mail, and we mean he mast 


be able to write a letter that pulls 


call on occasional accounts to sel] 
space—lay out complete advertising 
copy—lay out complete issue of trade 
papers—knows how to figure ilf- 
tones to the T—can handle a camera 
and Knows how to get the most out of 
personnel. Submit photo and full in 


formation in first letter. 
H. L. PEACE PUBLICATIONS 
504 Pan American Building 
New Orleans, Louisiana 


| Telephone sales manager, experienced, 


to handle advertising, selling room for 
established publication. Override 
Box 3549, ADVERTISING AGE, N. Y 


‘ 

tising schedule in 1942, using The 
Saturday Evening Post, Time and 
Fortune and trade publications.” 
No Losses Seen 

Stone, 


any | 
changes in its prevailing advertising ! 
| ager, Cleveland Press, declared that 
the war has had no repercussions 
|on newspaper advertising in Cleve- | 
in the}, 
three Cleveland papers is holding | Gute 
its own, and the total for this year | 
to date is approximately 6 per cent | 
ahead of the same period of last! 


Grant advertising man- 


land to date. Advertising 


year. 

L. F. Hussey, vice - president, 
Fuller & Smith & Ross, told ADVER- 
TISING AGE that there have been no 


| same 


| have 


curtailment due to the war, and 
John Davis, secretary of Griswold 
Eshleman Company, voiced the 
sentiments. Horace Kerr, 
president, Bayless Kerr Company, 
said: “The majority of our clients 
increased their advertising 
We look for our advertising volume 
to be greater in 1942 because firms 
looking into the future and 
rmined to hold their markets 
after the war. We have felt no 
repercussions as far as business is 
concerned.” 


Soap Copy Continues 
CINCINNATI.—As far as Cincin- 


cancellations and no indications of nati advertisers are concerned, the 


PERSONAL CALLS ON DEALERS 


Anything from a one-day survey to a full week of in- 
tensive merchandising among retailers and wholesalers. 
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RETAIL STORE DISPLAY 


Permanent stands in 130 retail outlets for use of WCAE 
advertisers. Exclusive dispiay—minimum of 2 weeks. 


Rar 


/ 


me 1 STEADY NEWSPAPER PROMOTION 
| 30 inch advertisement, or larger, daily and Sur day 
promoting WCAE programs and sponsors. 


Out of these and many other special services available (22 m 


full-fledged merchandising program can be arranged and exe: sted. 


The KATZ Agency + National Representatives 


New York Chicago Detroit 


WCA 


MUTUAL 


Atlanta 


Kansas City San Francisco Colles 


PITTSBURGH, PA. 
5000 Watts - 1250 K. © 


BROADCASTING SYSTEM 
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war has thus far had little effect. 

Procter & Gamble Company, this 
city’s biggest advertiser and one of 
the largest in the nation, advised 
ADVERTISING AGE that it has a year’s 
supply of copra, which comes from 
the Philippines, as well as other 
essential supplies, and will be able 
to carry on without serious diffi- 
culty. 

The company intimated that it 
yas not the slightest intention of 
urtailing promotion of its products, 
yarticularly in view of competitive 
conditions in the industry, but | 
declared that an increase in the | 
price of soap and other soap prod- 
ucts may be necessary. 


! 
Jergens Also Ready 
The Andrew Jergens Company | 
reported much the same situation— | 
cost of raw materials rising and | 
prices likely to follow them, but a | 
quality-conscious public willing and 
eager to respond. The Crosley Cor- 
poration, which now has some 70 
per cent of its production in the | 
war materials field, dropped heavy | 
consumer advertising some time | 
ago, and no additional change in| 
its promotional setup is planned. | 
Gruen Watch Company reported | 
that its business went skyward 
during the last war, and it is plan- 
ning vigorous promotion to cash in | 
on a similar situation now. | 
Local retail stores reported a| 
severe slump in Christmas buying 
on Monday and Tuesday of this | 
week, following four exceptionally | 
heavy weeks culminating in a 
record-breaking day on Saturday, 
Dec. 6. Sales picked up again on 
Wednesday, however. 


Ad Decline Seen 


KANSAS CITY, MO.—Advertis- 
ers and media are almost unani- 
mous in their belief that advertis- 
ing will be curtailed somewhat as 
a result of the war, although very 
little specific action has been taken 
thus far. Newspapers believe that 
short planning and limited schedul- 
ing of campaigns will become even 
more widespread. 

One local agency handling rail- 
road accounts told ADVERTISING AGE 
that one of its clients had been in- 
formed that New Orleans might 
drop its Mardi Gras celebration this 
winter, in which case normal rail- 
road promotion of the celebration 
would be sidetracked. No definite 
decision has been made with refer- 
ence to the Mardi Gras, however. 


Hartford Copy Up 

HARTFORD.—A rush of adver- 
tising reassuring dealers and the 
public that customers can still be 
supplied was the immediate reac- 
tion of the Hartford area to news 
of the war. Newspaper and radio 
advertising both are reported to 
have increased this week, although 
some sectional advertisers assert 
that promotion will necessarily be 
curtailed on some products due to 
scarcity of materials. 


Rochester Hopeful 

ROCHESTER. — War news has 
brought a temporary lull in Christ- 
mas shopping here, but newspapers, 
advertising agencies and radio sta- 
tons were unanimous in asserting 
tat no serious repercussions have 
= developed on the advertising 
ront. 

J. Frank Duffy, advertising direc- 
tor of the chain of 20 Gannett news- 
Papers, told ADVERTISING AGE that 
“We have not yet noticed any | 
change in advertising as a result of | 
the war situation, nor do we expect | 
that there will be so long as there | 
'Smuch employment at good wages. | 
I don’t know whether those who 


—, | 


( wads a 
Big hiagus Ad Vian 
Way bach in 60 B. C. he advertised 


doings of the Roman senate on 
specially constructed bulletin boards. 


| : 
are unable to get materials, such as 


| Lord & Thomas’ San Francisco of- 


OPM Stops Sale of 
Auto Tires, Tubes 
Until Dec. 22 


automobile manufacturers, will do) 
as much advertising as normally, | 
but there has been no sign of a | 
change yet.” 
William Fay, manager of Station | 
WHAM, reported that there is no reer : 
indication that radio advertising | Washington, D. C., Dec. 11.—One 
will not continue as usual, and |}of the first war moves taken by 
similar sentiments were voiced by |OPM was the imposition today of 
H. Lyman Hart, president of Hart | 2” ll-day moratorium on sale of 
Conway Company, and Lon G. Cas- | automobile tires and tubes. The 
ler, Stewart, Hanford & Casler, local | step was taken “to halt a consumers’ 
advertising agencies. buying wave” which followed the 
anita abaeaiaie |outbreak of war. The prohibition, 
L&T Elects Harrington | which will remain in effect until 
Eugene I. Harrington, who suc-| Dec. 22, does not apply to used tires, 
ceeded Fairfax M. Cone as head of | OF to tires and tubes already in- 
| stalled on new or used cars. 
fice, has been elected vice-president. | Although the tire order had no 


connection with the supply of raw 
materials, the cutting off of our 
source of raw rubber is among the 
most serious implications of the 
war. Secretary of Commerce Jesse 
H. Jones estimates that the nation 
has a supply which will last one 
year at the normal consumption 
rate, but might be made to last two 
and one-half years if stringent con- 
trols are _ instituted, appears 
likely. 

The first war price schedule is- 
sued by OPA placed ceilings on 
flashlights and their bulbs and bat- 
teries, ‘“‘must’’ items in coastal areas 
threatened with air raids. Prices 
above the highest level prevailing 
during the two month period ended 


as 


| Dec. 1 were forbidden. 


Nejelski Takes Post with 


American Home Products 

Leo Nejelski, formerly advertis- 
ing manager of Swift & Co., and 
more recently assistant general 
manager of Pepsodent, has joined 
American Home Products Com- 
pany in a_ special merchandising 
capacity, encompassing all of the 
company’s lines. 

He is working closely with the 
John F. Murray Advertising 
Agency. 


Set New Year Party 

The Advertising Club Vagabonds 
will hold their New Year’s Eve 
party at the Advertising Club of 
New York Wednesday evening, Dec. 
31, beginning at 9 p. m. 


fl 


NOW LISTEN! THIS IS NO LAUGHING MATTER! 


When a fellow’s in hot water there's precious little to joke about. What's more, he 


doesn't relish a lot of publicity about it either. . . . If you've invested a sizeable piece of 


money in copy, art, typography, plates and “coverage”, it’s practically impossible to 


force a smile when a million or more reproductions of your prized illustrations are muddy, 


out of register, colorless and totally putrid... . It's particularly grim when the client 
raises something or other, and when you've traced the cause of it all back to a badly 
made set of original engravings. Oh sure, the engraver’s proofs looked swell, but the 


shallow, unfinished conditions didn't show up until the printing plates were being “kissed” 


at several thousands per hour. ... All the big name advertisers, of course, are not Rogers 


customers, but there’s a surprisingly large percentage of the big ones in a lot of the cur- 
rent national publications who will tell you that they stay out of this particular kind of 
hot water by having Rogers make their original engravings. . . . As the M. C. in a well 


known amateur hour would say, “The Chicago telephone number is Calumet 4137”. 


Adolph F. Buechele, President 
MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


2001 CALUMET AVENUE 


e Phone: CALumet 4137 ° 


CHICAGO, ILLINOIS 


Ea aa tone tae R OGERS ENGRAVING COMPANY 
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Harriet Elliott 
Quits as Consumer 
Division Chief 


(Continued from Page 1) 


Sumer responsibilities despite two 
administrative reorganizations. 
The letter of resignation was 


dated Nov. 
not act upon 
fortnight. 


it for more than a 
He expressed regret at 


the departure of the 67-year-old ed- | 


ucator, thanked her for “splendid 
service,” and said “this nation and 
the whole world are deeply in your 
debt for your incomparable 
courageous leadership.” 


Remains as Adviser 


Following persistent reports that | 


Miss Elliott’s resignation foreshad- 
owed the virtual demise of the Con- 
sumer Division, Price Administra- 
tor Henderson issued a statement 
which did little to allay the suspi- 
cion that the wings of the division 
are about to be clipped. 

Declaring that Miss Elliott would 
continue to serve in a consulting 
capacity, Mr. Henderson said that 
the Consumer Division would re- 
main a part of OPA and that until 
a successor is chosen he will 
sume direction of its activities. 

He also paid tribute to his de- 
parted aide for her “unswerving ef- 
fort and great ability in the protec- 


tion of consumer interests,” and 
termed her resignation “a severe 
loss.” 


Claims “Sidetracking” 


Although there is no hint of it in 
the communications of Miss Elliott, 
the President, or Mr. Henderson, 


FREE 


i+ 
Ih 


with your 
first Order 


Jer and Brush FREE with your first order 
S $ Artist Rubber Cement. 


RUBBER CEMENT CO. 


1438 No Halsted St, CHICAGO, ILL 


22, but the President did | 


and | 


as- | 


7 l 
lis known that Miss Elliott’s action | 


| was taken in protest against “side- 

tracking” of consumer interests in, 
| the emergency and the lack of sym- 
| pathy with which some high de- 
|fense officials have greeted her 
| efforts, 
| The Consumer Division 
|Budget Bureau approval some 
| weeks ago to split off from OPA 
| 


sought | 


and become an autonomous agency | 
| with increased authority, funds and 


personnel. That this request was 
not granted is believed to have been 
the direct cause for Miss Elliott’s 
resignation. 


| 
| 
| 
| 
| 


In its successive moves from 
NDAC to OPACS and finally to 
OPA, the Consumer Division ac- 


| quired a staff numbering more than 
|200 and an annual budget of about 
a half million dollars. If Miss El- 
|liott’s proposal to the budget bu- 
reau had been accepted, the appro- 
| priation would have been more than 
doubled. 

Despite Mr. Henderson's state-~ 
|/ment that the Consumers Division 
will continue as an OPA unit, some 
sort of reorganization seems indi- 
cated. If some leading officials 
have their way, it will be abolished 
entirely with its functions distrib- 
juted among other agencies 
‘overlapping duties. Agencies which 
might be expected to benefit from 
|its dissolution would include the 
consumers counsel of the Depart- 
ment of Agriculture and the Food 
and Drug Administration of the 
Federal Security Agency, with the 
Federal Trade Commission as an 
outside possibility. 

A certain amount 
now handled by the Consumer 


of the work 


vision will have to be continued 
with OPA. Whenever commodities 
are placed under price ceilings, 


some definition of standards is nec- 
essary. The other functions of the | 
division, largely directed toward 
'making Mrs. America a more intel- 
lligent shopper, have a less direct 
‘connection with the war effort. 


Names Chirurg Company 
Russell, Burdsall & Ward Bolt & 
Nut Company, Port Chester, N. Y.. 
has named James Thomas Chirurg 
Company, Boston, to direct its 
advertising effective Feb, 1. 


Jotal Yet Paid 


pany 88,166 
sunpay 97,728 


(ABC Publishers Statement, Sept. 30/941) 


Oakland. . 


Tribune 


uartsO PRESS 


National Representatives: WILLIAMS. LAWRENCE G CRESMER CO. 
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Index of Retail Activity in 
85 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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WEEK BY WEEK VARIATION SHOWN HERE 
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JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER | 
% Gain % Gain 
i9-Week 49-Week 19-Week or Loss” or Loss 
Period Period Period 1941 1941 Week Week % | n 
Ended Ended Ended over over Ended Ended ‘ 
Dec. 9, 1939 Dec. 7, 1940 Dec. 6, 1941 1939 1940 Dec. 7,1940 Dee. 6,1941 J 
EE: rere 9,484,956 9,290,953 10,122,314 6.7 + 8.9 $10,951 
SS See 8,703,420 7,579,919 8,154,825 6.3 + 7.6 260,813 1 
‘Atlanta, Ga ‘a4 anneo 7,285,228 15,240,393 15,317,337 11.4 + O.5 497,420 8 
jaltimore, Mad 21,399,361 21,964,660 23,431,879 + 9.5 +67 713,070 
Birmingham, Ala, 12,881,030 13,482,149 14,091,378 + 9.4 + 4.5 409,528 
Boston, Mass ‘ 18,896,138 17,775,889 15,626,464 17.3 12.1 676,970 
"Bridgeport, Conn 4,568,838 ?—esases. 8=—S—stséC hw ng Bs as —— es weeese 
Buffalo, N. Y coveesese 15,194,801 14,931,534 16,234,233 + 6.8 +87 518,882 2 
Camden, N. J........... 4,296,330 5,169,242 5,059,761 + 17.8 2.1 123,196 7 
Cedar Rapids, la ; 1,714,628 4,551,050 4,730,390 + 0.3 + 3.9 135,674 2 
Charleston, W. Va.. .. 9,819,617 9,922,277 10,403,019 5.9 + 4.8 336,938 6 
hicago, Il 26,100,349 27,646,432 28,370,928 +S.7 2.6 919,066 1 
Cincinnati, O 15,234,684 15,818,589 16,772,401 10.1 + 6.0 530,283 7.5 
| Cleveland, © 17,322,809 17,993,159 18,544,212 730 + 3.1 f 534,934 2 
Columbus, O 12,736,692 12,768,547 12,948,927 +1.7 +1.4 388,398 $36,587 24 
a |S ee 20,211,336 2 19,148,959 19,783,349 2.1 3.3 580,938 603,948 1.0 
Davenport, Ia. ... ... 8,990,061 9,278,953 9,302,174 + 3.5 + O.3 295,036 286,874 2.8 
| Dayton, O. ere 13,346,406 13,673,892 14,980,305 + 12.2 + 9.6 438,298 499,506 1.0 
Denver, Colo. ... osee 8,505,308 &, 208,256 8,486,363 B + 3.4 214,377 232,285 4 
Des Moines, la. 6,226,233 6,431,867 6,077,662 —2.4 5.5 157,675 151,762 x 
Detroit, Mich 19,474,515 20,547,326 21,752,055 + 11.7 5.9 666,462 677,587 7 
El Paso, Tex..... 10,274,378 10,250,320 11,030,471 + 7.4 + 7.6 255,304 273,752 2 
Se Bs tatives 9,066,526 8,961,288 9,314,672 + 2.7 + 3.9 261,982 271,628 7 
Kvansville, Ind ... 10,266,909 11,660,473 12,799,324 24.7 9.8 287,910 330,736 1.9 
Fall River, Mass. ..«. 8,311,868 3,374,142 3,659,507 + 10.5 +85 96,022 106,018 4 
Peeme, BUCO, coves -+- 8,273,370 446 8,706,320 §.2 + O.9 227,276 221,816 2.4 
Fort Wayne, Ind 10,435,526 ,74 10,696,795 + 2.5 + 0.6 04,738 337,827 0% 
Gary, Ind, ... , -+e- 5,794,330 me 6,462,807 + 11.5 + 4.0 179,196 209,107 6.7 
Cirand Rapids, Mich.. 8,655,699 4! 9,179,422 + 6.1 + 3.5 270,650 266,630 Ry 
Greenville, S. Cc... . 6,409,119 7,353,208 14.7 + 1.8 184,947 193,550 \ 
‘Hempstead, Ll, 1 . 2,641,861 3,971,182 50.3 +591 105,390 143,697 
Houston, Tex. ... ... 18,484,049 18,886,730 2.2 + 2.1 HOT,914 SOS, 368 ' 
Huntington, W. Va..... 7,708,664 8,275,284 + 7.4 2.9 227,620 228,877 t 
Indianapolis, Ind 16,353,384 18,577,313 + 13.6 + 6.4 H4AT,792 635,404 6.0 
Jacksonville, Fla . 8,922,980 O,SS8S8,452 10.8 + 4.9 280,672 SOS8,S68 0 
Jersey City, N. J 2,051,691 2,132,137 3.9 + 1.8 66,641 68,971 , 
Kansas City, Kan 2,657,381 2,561,463 3.6 13.3 100,786 67,286 : 
Knoxville, Tenn i 10,435,001 10,564,128 1.3 + 3.4 206,898 $21,720 S.4 
Little Rock, Ark 8,929,745 4,782,048 u5 + 2.6 265,188 PSO904 t 
Los Angeles, Cal 23,920,304 23,615,708 1.3 +6 571,293 692,442 2 
Louisville, Ky. . 14,211,869 15,049,860 fo 5.5 $48,407 424,500 
Lynn, Mass ; . §,004,990 8,800,120 4.9 20 287.700 231,004 { 
Manchester, N. tl 41,224,741 3,506,867 17.0 1.7 100,320 110,308 ) 
‘Memphis, Tenn 11,776,722 12,795,538 + 8.7 + 1.7 $54,676 64,518 ‘ 
Miami, Fla - 12,337,902 12.558.090 1.8 4.1 160,124 312,403 { 
Milwaukee, Wis 13,016,454 16,474,130, 18.4 “4 456,396 520,791 1.1 
Minneapolis, Minn 13,329,297 12,054,901 “0.6 2.0 305.696 313,571 2.¢ 
Moline-Rock Island, Ill 8,022,018 S,488,752 5.8 3.7 B24,804 193,116 
| New Bedford, Mass . 8.044.084 3.690.890 $21.2 o% 44 460 100.702 8 
| New Haven, Conn P 8,856,792 8. 501,202 7.3 3.4) 225,204 253,568 2.e 
| New Orleans, La 19,007,823 19,504,389 19,076,128 0.4 2.2 HOS,045 14,402 ’ 
New York, N. Y - 57,429,637 ST,874,598 56,648,710 1.4 21 1,017,286 1,822,548 ) 
Brooklyn, N. ¥ ~. 38,466,729 3,420,075 3,548,104 5.8 3.7 101,291 97,393 ’ 
| Norfolk, Va 9,173,962 10,038,052 10,550,066 15.0 5.1 286,972 815,532 0 
Oakland, Cal T.939,083 8,634,979 4 001,208 + 13.4 1.2 274.478 284.912 
Oklahoma City, Okla SS 70.688 7,649,068 8.162.294 1.8 6.7 Z29,740 244,538 ! 
Omaha, Neb 5,705,054 5,783,359 5.736.710 + O.5 Os 164,423 168,354 ' 
Peoria, Tl 10,716,779 11,540,687 11,.975,.852 11.7 238 129.378 S68.018 
Philadelphia, Pa . 26,518,961 28,006,263 29,450,893 11.1 5.2 854,902 632,704 ' 
Phoenix, Ariz 7,307,03 S.074,093 8.459.836 15.8 + 4.8 00,046 184,268 
Pittsburgh, Pa .. 19,638,780 20,246,870 20, 808,970 6.0 2.8 650,650 645,408 S 
Portland, Ore - 11,788,373 ,153,842 11,785,295 rr 7 314,020 301,784 ’ 
Providence, R. 1 11,603,739 330,947 11,400,987 1.8 0.6 319,666 313,390 0 
Reading, Pa . 9,732,643 287,180 10,536,664 8.3 2.4 268,982 108.602 7 
Richmond, Va 12,299,944 12,436,480 12.247.774 oO.4 1.5 307.202 875.908 { 
Rochester, N. Y . 14,659,534 14,922,691 15,498,963 5.7 3.9 76 $55,306 
Rockford, Ill 7.662.900 ’ 448 9.061.098 18.2 S.8 3.054 263,382 ‘4 
Sacramento, Cal 7,998,074 5,469 8,297,446 3.7 + 4.6 30,076 220,878 10 
San Antonio, Tex 7.108.786 2.795 8.613.269 1.2 + 14.2 232,226 , 
San Diego, Cal 12,.651,.093 454 12.001, 896 5.1 6.5 4.214 ’ 
i} San Franc isco, Cal 15,323,172 150 14,047,774 5 2.5 $55,913 I 
Seattle, Wash 11,320,258 7.558 12,491,344 10.3 S.7 48.978 7 
South Bend, Ind 095,123 >, 158 6,137,383 OS 16.5 159.161 
Spokane, Wash 6,307,790 828 6,002,214 1.4 2.3 146,342 
St. Louis, Mo 17,.442.110 S80 17,471,653 0.2 0.7 28.910 
St. Paul, Minn 10,487,860 OS8 10,060,160 4.1 0.6 258.658 7 
Syracuse, N. ¥ 10,266,909 7.844.796 8.873.943 13.46 13.1 298 890 ’ 
Tacoma, Wash 6,107,912 6,268,367 6,569,421 7.6 4.8 150.976 - 
Tampa, Fla 6,602,316 7,522,622 7,596,494 15.1 +10 204,834 
Toronto, Ont., Can 15,564,571 14.4 O02 15.254.677 20 + 4.9 451.56 
Troy, N. Y 4.319.626 1.203.836 1.594.004 6.4 rT) 126.696 142,114 
Tulsa, Okla 8,701,492 4 022,894 9.329.475 7.2 i 234.004 247.184 
Washington, Db. © 015,421 33,700,669 35,036,233 “4 1.0 1,178,746 1,200,465 ° 
Winston-Salem, N. ¢ 6,680,160 6.658.158 6,661,250 “3 178.892 168.154 
Youngstown, © 7,395,259 8,032,991 S804 4 14.1 16 225,712 247,228 
Total §75,139,996 O89, 764,960 1,023,259. 830 1.4 1.4 907.105 0.288.832 
l Atlanta Georgian and Sunday American ceased vertising. 
publication Dee, 17, 1939 5 Syracuse Journal published 100th Anniversat 
2 Newsday launched Sept. 3, 1940 tion March 20, 1939, containing 216.207 line 
> San Diego Sun suspended publication Nov. 25. 1929 vertising 
4 Commercial Appeal published 328 pakke Centennial 6 Figures not included in totals 
Issue Jat 1, 1940, containing 428,848 lines of ad- 7 New Chicago Sun published De 4, 1941 


Morton Joins “Life” 

Ralph Morton, formerly with 
Liberty in Detroit, has joined the 
Detroit office of Life. 
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Retail Copy Up Bee Dec Gain \IT&T Starts New DrugCompany Rice Advertising 
1940 1941 Loss . e . 
iheos es, 2a. “s Program Featuring to Continue Its Law Killed by 
Syracuse 2,594 71,653 —2.6 e © - 
for First 3 Days brite sizes Siss 02 Central, S. America Radio Promotion Arkansas Court 
Beanie Beene 170 ae 317,046 + 27.5 Washington, Dec. 2.—Reversing Chicago, Dec. 10.— Consolidated Little Rock, Ark., Dec. 10.—The 
After Ja Attack ~ at wc pnytl geet Te the usual good neighbor practice of Royal Chemical Corporation, Chi- | Arkansas supreme court has handed 
Rochester 165,795 179,811 +8.5 iran. 5 agg a —- ne cago, will continue to buy daily down a decision which invalidates 
: Pittsburgh 274,274 261,366 —4.4 atin America, Internationa ele- time on leading radio stations to 1941 legislation creating a rice de- 
(Continued from Page 1) Troy, N. ¥.... 39, 308 61,712 + 6.3 phone and Telegraph Corporation promote products which it makes velopment commission and levying 
gain for any section of the country 2,163,596 2,215,214 +2.4 began today a new radio program or distributes in spite of a flurry of |a tax of two cents per 100 pounds 
—5.2 per cent, with Portland and : featuring news of South and Cen- excitement created here last week on milled rice for advertising. 
Spokane each showing increases of | __ WEST wae Caen. tral America of interest to U. S. | as a result of misdirected mail. The The decree in effect has also in- 
21 per cent over last year. No re- ee By ty BR pony t a listeners. story of the tempest in a teacup was validated similar legislation in 
port was received from San Fran-| jy... \oines "54642 75-292 4378 The program is entitled “Good revealed by R. S. Dooley, president Texas and Louisiana. Legislatures 
cisco, the center of the greatest ex-| Kansas City .. 26,390 29,848 +13.1| Neighbor News.” It will be heard, of Benson & Dall, Consolidated’s in the three states agreed that if 
citement, but Oakland, just across — a a for a quarter hour five nights a advertising agency. any one of the statutes became in- 
the bay, reported a drop of 21 per| $90,311 898,225 +23) week at 6:15 P. M. The only outlet, Consolidated contracts for the | operative the other two also would 
cent. On the other hand, Los An- GREAT sr at least for the present, is Station products of drug manufacturers, be ineffective. 
geles retail linage went up more} Seuth Bend 71,8: 74,580 S| WJSV, Washington. Marschalk and agreeing to take the entire output Capt. A. H. Boyt, president of the 
than 10 per cent, as did San Diego’s. fnad tae et bos — +44 ‘-° | Pratt, New York, is the agency. over a period of years, guarantee- | Arkansas Rice Development Com- 
How Other Areas Fared Cincinnati | 204,143 261.386 »93| IT & T controls over one half of ing a certain production and profit, mission said, “Naturally we haven’t 
wiglhe Rock Island- we _|all the telephone systems south of and taking over all advertising and | any specific plans yet. But I pre- 
Seventeen cities in the Great Lakes ane sees 69 oe 3.5 the border, and hence has a direct | Sales expense with the agency act-|sume we shall have to ask the Ar- 
region reported an increase of 4.3 ~ne ne ell 98.868  94°556 ,;4| Stake in furthering the good neigh- | ing as intermediary and handling | kansas legislature to amend the law 
per cent for the three days, with | vilwaukee 174,602 193,811 411.0} bor policy. Contrary to popular be-| Promotion. Although Consolidated so as to make it conform with the 
variations from city to city appar- Peoria Coecece 105,546 89,236 —15. 5 lief, there are some 850,000 tele- is only interested in drug products, | court’s viewpoint.” 
ently governed wholly by local con- -reiegg Mes gpk et: + 31 | Phones in Latin America. The pro- explained Mr. Dooley, letters solici- 
cenige without direct connection | jetrcit, Mich.. 130/645 130.355. - 0.2| gram has been under consideration ting further business in this field R di St ti 
with the war. Dayton, O 195,006 200,620 2.9|for some time, but United States were mailed by mistake to three FRQdQIO ations 
bs the 7, Atlantic 3 Py nw 9st er Te go ieee 5] entry into the war hastened its) Companies not in the drug bracket. B F ‘] 
cities reported an increase of 2.4/1 sae dan aee . lad The letters pointed out how Con- 7 
: hicago ..... $14,127 243,354 49.3 | adoption. ban aml 
per Oe tees oe in the Tounmatows 71.946 85.834 +193 solidated bought time mene eva. | a Al ar 
case of lladeiphia, which regis- _ - —\¢ ously with which to promote prod- lrens 
tered a gain of almost 8 per cent, 2,162,405 2,254,636 dl Remember Pear! ucts handled by it, indicating that New Y “4 arms" 
it was very nearly possible to spot SOUTH ATLANTIC P companies distributing through ew ore, Dec. 11.—Like the 
the cities in relation to the Atlantic | Atlanta 167.958 163.268 2 8 | Harbor Becomes Consolidated would benefit by rates pirates in Penzance, gangsters in 
coast line by looking at their linage dacksenvilte 116.098 hr 8.6 W i as much as 55 per cent lower than radio drama will henceforth have to 
figures. New York was down | oh reall arise anetun 110% artime Slogan the card rates for radio time. come “on tiptoe stealing,” for police 
slightly and Jersey City was Off | Greenville ... 67,228 68,390 +1.7| Washingt D. C., Dec. 1 An agency for the three com- | ‘!"ens, alarm gongs and other fa- 
sharply, while Rochester, Troy and | Huntington 0788 64.722 sal as ington, D. C., ec. 1—A panies outside the field took up the | miliar symbols of blood-and-thun- 
Buffalo showed substantial gains. | Tampa 8,674 49,224 —16.1 | DEM vee — a ene challenge and demanded radio time | 4" ave now banned on the air. The 
Four cities in the West North attimore ; 954335 270,697 + 6 : pate a ee pose ory from the listed radio stations on a | TUling was imposed by CBS, MBS 
Central region — St, Louls, Des! nortolk $5,653 87,038 +1.6 Re Secaenear sf te War Ccommane| resale basis, noting that the Fair | 82d NBC to avoid confusion be- 
Moines, Kansas City and Cedar) Miami 128,762 106,002 —17 eminiscent of the Spanish-Ameri- | .4e Practices Act gave it the right | tween sound effects and official air 
Rapids, showed an increase of 2.3 See nee ee ae ae ie ee ee the to equal treatment. Inquiry by Ap- raid warnings. 
per cent, although St. Louis figures 3 " ee en ae — he “4 VERTISING AGE reveals, however. First program to be affected by 
were off 8 per cent, and Des Moines, ; SOUTH AND SOU THWEST nei - pov" nd hoor ay POP a that radio stations regard the time | the policy was last night’s Texaco 
> oe oe ee, See (silent 1Th608 149,983 16.3 na use in War=' sold to Consolidated as its own for | Show starring Fred Allen. The fa- 
per cent. ; New Orleans .. 176,477 216,167 422.5 All” 9 cel and releases of | € Promotion of products handled miliar “Fire Chief” siren was 
ee er ee ae 3 Oxia. On cease staae "| the Om of Pree tion ene . by it, and its contracts will continue | dropped as the show’s signature. 
cities reported an increase of 1.3) Okla. City .... 78.834 77,518 1.7 , ice 0 eee mane?" | to he valid as in the ast a 
— a ; ashi | Dallas 9 106,065 ‘ nt henceforth will carry the slo- ' OS Hs We Pes. 
per cent, paced by Washington, | !*!!« 199,111 206,065 3.5) men ’ we , 
D. C., with an increase of 12.2 per|icnoxvine -... yzgod navz —20.5 [Some,, Ome local newspaper, | the a die Toba co AntiT : tc 
cent. Miami and Tampa showed | ;,.yisville . 195,873 130-116 ; ashington ost, began °4d°Y) Two-Week nay ia ‘lobacco Anti-lrust Case 
the greatest losses, as might have| Memphis . 112,224 122.262 .4/| printing the words in a streamer Si S h Dri Fines of $15,000 each were im- 
been expected, while Jacksonville |*Uirmingham, 122,094 115,276 s at the top of its front page. The|SIMON, oc uster Drive posed on the three major tobacco 
and Baltimore showed good in- aS chief watchword of the defense era,| The spot radio campaign of Simon | Companies, one subsidiary and 13 
creases. HBSS, OEE SOQETE = +6.1 “Keep ‘em Flying,” will probably | and Schuster, New York publisher, | tobacco: executives who were con- 
Eleven cities in the South and MOUNTAIN AND PACIFIC be replaced in large measure by the| for its book, “Your Income Tax,” | victed in federal court at Lexing- 
it! rest j t about held their | Portland 114,814 138,880 + 21.0) more up-to-date phrase 'which has been using the record| ton, Ky., of violating the federal 
Southwest just about he 1€IF | Spokane $6,288 43.974 421.2 | number of 588 stations, is going to | anti-trust laws. 
own, the total for ae group gy Denver YO,317 85,036 ” a take a two-week rest during the Each defendant company and in- 
ing a net increase of one-tenth of | Los Angeles 226,270 250,443 10.7 ‘'S W holidays to avoid competition with | dividual was fined $5,000 each on 
feetened ‘by New Crienre, up 22|Stcramento .. 4710 | 4354 108 FOR ar Speech —— Cn | er ie aed on ee 
registere y sw Urieans, Phoenix . 90,2 39 3 cCne °S. | é y ¥ > 
per cent. The four cities in New Dakiaae git moire = a Draws Largest The campaign will resume Jan. 5.| dollar tobacco industry. 
England which reported showed the S A di 
‘ - ‘ 77 ‘ F ar | S ® | 
only sectional loss—1.3 per cent, de- Potal (74,946 STS,07T7  +5.2 U. e uaience | 
. Grand Total.8.637,417 S.853.595 + 2.5 
spite the fact that two of the four s New York. Dec. 11.—President | 
cities—Boston and New Bedford— *1940 linage includes Birmingham | Roosevelt spoke to the largest | MEN 0 TRAIN? then let 
registered slight gains. : chee Bir per cag hes oe been | American radio audience ever re- 7¢® 
A complete tabulation of the) Serene Ste Dept ae TMA DEMISE) Corded when he addressed the na- | iia 
; , of a Guild strike. e addresse le na x 
cities and their ee aad th ee 41941 figures include the Chicago | tion last Tuesday night, according | aa LLUSTRAVOX 
for Dec, 8-10, 1941, an ec. 9-11, | Sun, not included in 1940 'to the Cooperative Analysis of , 
1940, follows: a Broadcasting. Eighty-three per cent sound slide film ag He ent do it the 
NEW ENGLAND Patton and Hagerty |of set owners interviewed at home | “one best way"! Training salesmen, , 
ae Open New Service — they oe = og | dealers, distributors ' nf 
ec dec main : e . . b 
re" ~ | Ralph E. Patton, for the past 12 | survey conducted by &. &. be 
pe ty co years art director in the sales serv-| Hooper for Columbia Broadcasting ‘apprentices—it does a good job and 
ieniilininnn 113.155 110.131 2.7 | ice department of the Chicago Daily| System confirmed the record audi- | Sal does ¥ economically! | Models for 
Lynn, Mass 70,630 76,790 —S8 0} News, and Walter H. Hagerty, | ence, placing the figure at 92.4 per | large or small groups; 3 or 
mew ~‘meeahe . eae ao Bed pe mens A . gy tt with | cent of all American families at a 1200 people; easy to use. 
losto l..eeees 214,213 216,128 +0.9| Advance vertisin *y, and | , » aeadinnne tote FOR QUICK ACTION WRI : hh oe ee 
aaa ren 15 vears ea me akties oa home. The audience totaled 90,000,- ILLUSTRAVOX DIV. MAGNAVOX CO.,. INC., FORT WAYNE. IND. 
439,022 433,289 1.3] the News’ copy and art department, 000 people, according to Hooper. 
MIDDLE ATLANTIC have formed a newspaper advertis- ————— 
Jersey City 23,119 17,367 —24.9] 8 service. ; vis iple e 
* ee tg 85.522 60473 —293 The new service will be known | Ad os Tripl d Budg: t 
ose 955 yee . n advertising appropriation of 
as the Patton-Hagerty Organization, | o 
nd offices will be maintained in| | $100,000 to advertise the state dur- 
i or st i. “ahaa |ing the next two years has been 
MAILING SERVICE| ‘’ Dey News bide, Chicago. | reommended by the Virginia State | ADVERTI S | NG M AN 
: : RFS - Chamber of Commerce. Establish- | 
Multigraphing — Filling-in To Morton Freund | ment of an industrial advertising | 


Addressing — Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 


Stratbury Mfg. Company, Galion, 
O., has appointed Morton Freund, 
New York, to direct advertising for 
Alpagora overcoats and topcoats. 


fund for the state was also advised. 
During the last two years Virginia 
has spent $30,000 for advertising, 


| chiefly directed to tourists. 


Sate 


Printing Plates fer 2 @Q: cs Lelleipress and Offset 


417 NORTH STATE STREET - 


Telephone 


“Onea® 


SU Perior 


ILLINOIS 
6716-7-8-9 


AVAILABLE 


Served 
agencies in 
departments. 


* 


managed 
annually. 


a change. 


* 


successfully with two of the 
service, 


BOX 3548, ADVERTISING AGE, CHICAGO, 


larger 
production and contact 


Was Advertising Manager for large manufac- 
turer of home appliances where he judiciously 


appropriation of $1,200,000 


University graduate. 


Yankee, christian, 38 years old, married, good 
health, cheerful disposition. 


Employed now but War may force him to make 


Will accept position as production manager or 
contact man with agency or advertising and 
seles promotion manager for manufacturer. 


ILL. 
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Durin ¢ War Particularly 
CHILDREN CoME First! 


‘ « WORLD... Safe for our children” was 
A emphasized by President Roose- 
velt in his first wartime address to the 
nation. The first concern of parents, 
especially in times like these, is for the 
safety and welfare of their children. 
They gladly deprive themselves in 
order that their children may not suf- 
fer, nor lack whatever is needed for 


their health, education and happiness. 


Parents’ Magazine holds a special 
place in American family life. We at 
Parents’ Magazine are fully aware of 
our new responsibilities due to the war, 
to render the maximum possible service 
in our distinctive way to the more than 
620,000 substantial families, who turn 


to our magazine every month for help, 


SPECIAL WARTIME 
EDITORIAL FEATURES IN 
PARENTS’ MAGAZINE 


MONTHLY series of articles on Fitter Families, edited with the co- 
A operation of a special Fitter Family Advisory Committee, headed 
by Dr. Thomas J. Parran, Surgeon-General and Chief of the U. S. 
Public Health Service. 


A monthly Nutrition Course for Mothers with a supplementary 
study program for use by Parent-Teacher Associations and mothers’ 
clubs. 


In the January issue, The Annual Report on the Nation's Children. 


In the February issue there will be featured, Explaining the War to 
Children and An S$ OS to Mothers. 


In every issué there will be articles on how to face and meet the 
problems of war as they affect children, as well as articles on all phases 


of family welfare, home management, and feeding the family. 


guidance, information and inspiration. 


Pledging every effort, we dedicate 
ourselves anew to the important task 


of assisting mothers and fathers and 
their children to maintain health and 
morale for the victory and the good 
tomorrow which shall be ours. 


PARENTS’ MAGAZINE 


Fortifying For Victory 620,000 American Families 


and millions of others who follow their thinking and leadership! 


NEW YORK ° CHICAGO ° BOSTON ° ATLANTA ° SAN FRANCISCO 


in : fie" : ‘ s : ; ' i 4 
Fe - ‘ “i A . Pe Pity ne S aN F3 ey ee ,. F 3 ; Es Se : a pst. Tasesece - , ; ime, vin ae ares Pn ee ee . ae r (i 7 
* ; ‘‘e c ‘ : : Biss 
oe 
Me 46 ee Po 
a ————————————— = =—— > = Ee —_————EEE ——E— = _ =~ -—_—- —_- = 
pa 
; | 
| 
he As 
_ - re 
viel 
as” 
to 
4 —————————————————— eee n— aes eOeOEe—OOOOOll naa 
— 
3 | 
a ian 
sagen q 
=o am 
co ae } 
. | 
i | 
" 
Ag ’ 
: | 
We ae 
rt 
bie 
. 
a, 
eee 
ere 
=a 
a> 
osu 
ah 
oe ad 
2 = emma nee eneniamemenel 
> 
* — 
ae a 
eer 3 
nag 
ee 
= ye 
hie 
7 y 
eile : ’ 
f 
‘ 
ey . 
wie ip 
- 
a 
x 
3 
a 
, ee 
- 
é 
eee: ’ 
ae %.. 
Di: 
le Se , a : n ie ed fb ~ ats - st ; A 5 es : Me Ns, ’ ‘ f : ; : ey : bye ; kg eae ee 
a St Fos te a Lf J re ; Daet ~ ~ wo “ a pm Pah ger ioe S I 2. = (ps : phe i 
Fe | gt ent a - fi. , * y a Poe ; ; “ gt a | ; : ety eae : - oy She es = g ~ : ; ee ia % k 1S 
wr ae OS Sh bats 3 a A ee cae ; z tay z te Es a Ree fe g ~ ; ae ot 4 ae a ¢ es. i . ‘ + erry 
PO i eT J le ey ae S a9 iad oe Ye Oe  . ee e oNS, hst er, ae ee a Re : * ie’ “eek Ce te ee a et a: ee te wit are 


een 15, 1941 


ADVERTISING AGE 


47 


-_ 


PHOTOGRAPHIC 


War cares hadn't saddled the square shoulders of diminutive Winston Churchill 
when this photo was snapped in Chicago almost a decade ago. Left to right 
are Mr. Churchill; Godfrey D. N. Haggard, then British consul in Chicago; Guy 
Richardson, then president of Chicago Surface Lines and head of the Union 
League Club; and W. Frank McClure, founder and first president of the Chi- 
cago Federated Advertising Club. Mr. Churchill spoke before the Union 
League Club in April, 1932. (Photo by Acme Newspictures, Inc.) 


EXPRESSES THE SPIRIT OF THE HOUR 


"we 


aatettna «4 meee TST A 8 
‘te a oom 


ee A cnt \e/ — a 
Th hile t i \ ' 
| ' 1 from et I th 
pol In ft and t 
' i } the h it 
“ \ then i | “ lu 
Morne. A Neer ld had 
. } hell peel Ae 
1 | ! 
y ome thi ! ddl clear 
| i haem | 
el 
. \ ine ' beteond | trotl betel 
' i hene 
Mil h te make hh Plewe each dl 
top. the higher | f wherl-, the ligt 
> ! ' rows th 1 Vie qpuneker. of 
aj he fur faster work, The eronoms of movement with (iigantic as the task is whieh thes do today 
hat the id 
od i iit ' 1! 1 k wd forth. th } ij href il “— ' i \ 
, 
. reated tor millions of men and women a 2th Hour of 


This copy, released by Air Transport Association through Erwin, Wasey & Co. 
for the Nov. 24 issue of Life, proved to be a remarkable anticipation of events 
of the past week. 


The page also is scheduled for The Saturday Evening Post, and 
Collier's. 


—_— tt 
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One of a series of three outdoor posters used by J. A. Folger & Co., 
some 150 cities in Illinois, Missouri, Nebraska and Kansas. 
by the Strobridge Lithographing Co., 


5 O 


Kansas City, Mo., 
Lord & Thomas is the agency. 
Cincinnati. 


REVIEW 


OF THE WEEK 


RECALLING LESS-TROUBLOUS DAYS 


GLORIFIED 


Allan H. Graves, sales manager of Glo- 


ver Co., Dubuque, la., designed this un- 
usual package for the company's paja- 
mas—a rigid tubular transparent acetate 
package fabricated by the showbox di- 
vision of Central States Paper & Bag 
Co. Goodkind, Joice & Morgan, Chi- 
cago, is the company's agency. 


FOR PILLSBURY'S BEST 


- 


For the first time in premium history, 
Pillsbury Flour Mills Co. offers sterling 
silver premiums. Alex Parsons, vice-presi- 
dent in charge of grocery products sales, 
holds a giant spoon in the new pattern 
as Ethelyn Kempe, Pillsbury’s home econ- 
omist, looks on. McCann-Erickson handles 
the account. 


TANTALIZING MIDDLE WEST BEVERAGE TASTES 


“Weve Struck it Rich. Pardner ” 


in promoting Folger's coffee in 
The posters were produced 


POWER COMPANIES SHOULDER ARMS 


. 


{* 


ih) 


where'd you GET your gun? 


: 


wt merce! bvy Detens Bonds ond Stompe 


First copy in the cooperative campaign to be sponsored by public utility com- 
panies through N. W. Ayer & Son broke in the Dec. 13 issue of Collier's. Other 


magazines on the schedule are Life, Newsweek, The Saturday Evening Post and 
Time. 


TWO-COLOR COPY INTRODUCES CORBY'S 


r 
A GRAND OLD CANADIAN NAME | 
~<5_COMBS TO MICHIGAN... 


Special y er 
BLENDED WHISKEY A | 


ee ll 


Following state-by-state distribution, Corby's special blended whisky is bein 

introduced to consumers in large-space, two-color newspaper advertisements ae 

as the above. Major newspapers in each state are on the schedule, with head- 

lines emphasizing that this Canadian name stands for fine whisky. The campaign 

is being conducted by Brooke, Smith, French & Dorrance for Jas. Barclay & Co., 
Ltd. 


=) =I 


NEWSPAPER REPS AT ANNUAL MEET 


Among managers of Williams, Lawrence & Cresmer Co., national newspaper 
representative, attending their annual conference in Chicago, Dec. 9-11, was 
this group (left to right, standing) Thomas O. Eichelberger, vice-president and 
manager, Detroit office; D. J. Worthington, manager, Chicago office; R. A. 
Claypool, vice-president and manager, San Francisco office; W. E. McCauley, 
Chicago; (and seated) Maurice W. Heaton, vice-president and manager Los 
Angeles office; William T. Cresmer, president, Chicago; and Charles V. Lehmann, 
executive vice-president and manager, New York office. They heard an appeal 
to fight against any ‘war hysteria” in the field. 
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ADVERTISING AGE 


December 15, 1941 


Aven markets, too, must be picked off at just the ripe mo- 
ment... when local price and commodity conditions insure volume 
sales at a profit. That’s why the Washington State Apple Commission 
depends on Spot Radio. They have seen the speedy effectiveness with 
which this powerful medium stimulates carload sales... through adver- 
tising aired on the best stations... in specifically selected markets... 
at precisely chosen times. And, best of all, flexible Spot Radio, by doing 
successfully its immediate task, has furthered the Commission’s long- 


range objective: the profitable extension of a once-short selling season. 


In your business, too, the major advertising problem is simply the sum of numer- 
ous variable local problems -+-each of which can be most effectively, most 
efficiently solved with specially directed, precisely timed and intelligently placed 
Spot Broadcasts. Ask a John Blair man! 
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